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Any  pharmacist  who  suffers  from  the  delusion  that  the 
pricing  war  between  the  retail  giants  will  not  affect 
his  or  her  front  shop  business  should  read  the  haircare 
feature  in  this  week's  issue  (pi 8)  and  take  a  reality 
check.  The  haircare  market  has  seen  a  real  decline  in  value 
terms  and  it  is  all  down  to  the  everyday  low  pricing  strategies 
adopted  byTesco  and  Asda.This  scenario  is  being  played  out  in 
many  other  sectors  of  the  toiletries  market. The  price  war  has 
already  led  to  casualties  among  the  grocery  retailers:  Sainsbury 
has  lost  its  crown  and  Somerfield  is  on  its  knees.Yet  last  week, 
a  senior  industry  manager  reported  a  confidence  and  vitality  in 
the  pharmacy  sector,  with  NHS  business  steady  and  retail  sales 
holding  up  well  (C&D April  15,  p7).  Is  he  right?  Performing  the 
traditional  SWOT  analysis  on  a  pharmacy  business  these  days  is 
becoming  increasingly  complicated.  Local  factors  are  relatively 
straightforward  to  identify,  but  the  'big  picture'  is  increasingly 
complicated.  Is  the  growth  in  e-commerce  more  of  an 
opportunity  than  a  threat?  It  does  not  appear  to  have  fazed 
pharmacy  owners.  Unipharma,  the  generics  trading  site,  claims 
to  have  signed  up  5  per  cent  of  UK  pharmacies  barely  a  month 
after  launch.The  big  pharmacy  multiples  are  not  interested  in 
e-pharmaq'  -  for  the  moment  .They  are,  perhaps,  waiting  to  see 
where  the  European  Union  E-commerce  Directive  ends  up. 
Cutting  edge  e-pharmacy  businesses  such  as  Pharmacy2U  are 
at  odds  with  the  PGEU's  position  (see  p26).  And  what  of  the 
threats  and  opportunities  from  changes  in  the  NHS? 
Opportunities  are  certainly  there,  and  there  are  some  quite 
positive  noises  coming  from  government,  but  unity  is  strength 
in  this  environment  -  something  a  diverse  retail-based 
profession  has  never  got  to  grips  with.  Until  community- 
pharmacy  grasps  this  nettle  it  will  always  struggle,  both  in 
presenting  a  decisive  front  to  government  and  at  local  level  to 
PCGs,  LHCGs,  health  authorities  and  boards.  The  overall 
message  is  that  pharmacists  need  to  be  aware  of  the  broader 
issues  to  understand  what  is  happening  to  them  and  there 
businesses.  It  has  never  been  more  important  to  be  informed. 
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Cash  bonuses  for  extra  pharmacy 
services  to  be  announced 


Views  needed  on 
Council  and  elections 

Should  there  be  a  limit  on  the  length  of 
time  Council  members  can  serve,  and 
should  there  be  a  way  to  ensure  that 
specific  fields  of  pharmacy  practice- 
are  represented'' 

These  are  among  the  questions 
asked  in  a  consultation  paper  being 
issued  to  pharmacists  by  the  Royal 
Pharmaceutical  Society's  Health  Act 
Working  Party,  which  is  seeking  views 
on  Council's  composition  and  election 
procedures.  The  consultation  paper  is 
the  second  in  a  series  enabling  phar- 
macists to  have  an  input  into  a  pro- 
posed new  framework  for  professional 
regulation,  before  the  working  party 
develops  its  proposals  for  legislation 
under  the  Health  Act. 


(  ash  bonuses  for  pharmacists  to  take- 
on  more  healthcare  roles  are  to  he- 
announced  in  the  summer  as  part  of 
the  Government's  new  National  Plan 
for  the  NHS. 

Health  secretary  Alan  Milburn  will 
include  extra  resources  for  pharma- 
cists, when  he  announces  the  details  in 
July  of  the  £19  billion  extra  spending 
on  the  MIS  allocated  by  Cordon 
Brown  in  the  Budget.  It  will  coincide 
with  the  launch  of  the  proposals  to 
modernise-  the  NHS  following  reviews 
by  six  task  forces. 

Tony  Blair,  who  has  taken  personal 
control  of  the  modernisation  project 
for  the  NHS,  included  an  expansion  of 
the  role  of  pharmacists  in  his  ten  point 
plan  when  he  opened  a  walk-in  clinic 
(Cc-D  April  15,  p4).  He  wants  to  see 


pharmacists  carrying  out  more  health 
tasks  including  issuing  repeat  pre- 
scriptions, to  ease  the  burden  on  CPs. 

Ministers  have  accepted  that  phar- 
macists will  need  to  be  offered  induce- 
ments to  carry  out  more  work.The  key 
message  will  be  that  cash  will  be  made 
available,  in  return  for  modernisation. 
•  A  review  of  support  for  rural  pharma- 
cies to  ensure  their  survival  was  dem- 
anded this  week  by  a  100-strong  group 
of  Labour  MPs  with  rural  constituencies. 
They  said  the  pharmacies  should  also  be 
allowed  to  extend  their  services,  and 
called  for  community  pharmacies  to  be 
encouraged  in  rural  areas.  Ministers  sup- 
port the  proposals. but  the  BMA  was  furi- 
ous when  its  negotiators  were  told  that  a 
£2m  fund  for  healthcare  in  rural  areas 
would  lose  its  ring  fencing. 


YPG  to  bin  its  own 
pharmacy 

The  Young  Pharmacists' Group  is  plan- 1 
ning  to  buy  a  pharmacy  for  use  as  a  I 
practice  research  base,  to  train  young  I 
pharmacists  and  to  "practise  what  we  I 
preach". 

No  timescale  has  been  set  for  the  I 
purchase,  although  Alastair  Buxton,  I 
YPG  chairman,  hopes  that  "consider- 1 
able  moves'  will  have  been  made  with- 1 
in  a  year. The  Group  has  already  begun  I 
approaching  pharmaceutical  compa-  J 
nies  and  wholesalers  for  sponsorship.  I 
There  will  be  no  shareholders  and  the  I 
YPG  will  retain  management  control.  I 

Mr  Buxton  is  unsure  how  much  I 
money  will  be  needed  for  the  pur- 1 
chase,  but  wants  a  "fairly  large'  busi- 
ness that  can  support  two  full-time 
pharmacists.  It  will  probably  be  based 
in  a  large  town  or  city.  Mr  Buxton, 
insists  that  the  purchase  will  be  a  "one 
oft  and  the  YPG  does  not  want  to  cre- 
ate a  chain  of  shops.  The  project  wiU 
be  managed  by  Mark  Koziol.  who  is 
standing  down  from  the  Royal 
Pharmaceutical  Society's  Council  to 
concentrate  on  the  scheme 

Anger  over  lack  of 
pharmacists  in 

health  action  team 

Wally  Dove  and  Kirit  Patel  have  writ- 1 
ten  to  the  health  secretary  expressing  ij 
concern  that  no  pharmacist  has  been  I 
appointed  to  the  new  health  action  I 
teams. 

flic  respective  chairmen  of]  J 
Pharmaceutical  Services  Negotiating! 
Committee  and  the  National  Pharmac- 1 
euticalAssociation  areextremely  disap-1 
pointed  "that  a  pharmacist  is  not  among] 
the  100  people  chosen  to  sit  on  the  I 
action  teams.  "The  absence  of  a  phar-l 
macist  is  a  significant  omission."  they  I 
say  in  a  joint  letter  to  .Man  Milburn. 

The  Prime  Minister  announced  the  I 
establishment  of  these  teams  as  part  of  I 
the  NHS  modernisation  process.  They  I 
are  tasked  with  drawing  up  a 'National  I 
Plan'  for  the  NHS  (Cc-D  April  l,pl0).l 
The  closest  involvement  for  pharmacy  ^ 
is  Lord  Newton  of  Braintree.  vice-chair- 1 
man  of  the  All-Parry  Pharmacy  Group.  I 

C&D  generics  book  i 
with  this  issue 

The  latest  edition  of  the  Generics  I 
Reference  Book'  for  April  tol 
September  is  being  sent  out  with  this  I 
week's  issue  of  Chemist  &  Druggist. 
Extra  copies  of  the  guide  are  available  I 
at  ±10  each  by  sending  a  cheque  made  j] 
payable  to  Miller  Freeman  UK'  to:  I 
Colin  Simpson,  Price  List  ControUer,  I 
C&D,  Miller  Freeman  house.  Sovereign  I 
Way,TonbridgeTN9  1RW. 


Proposals  on  protocols  could 
undermine  pharmacy  services 


The  Pharmaceutical  Services  Nego- 
tiating Committee  is  concerned  that 
the  proposed  implementation  of 
group  protocols  might  undermine 
NHS  pharmaceutical  services. 

The  Committee  believes  that  the 
proposals  set  out  in  MLX  260  go 
beyond  the  recommendations  of  the 
first  Crown  Report.  MLX  260  proposes 
legislative  changes  to  allow  the  supply 
or  administration  of  medicines  by 
health  professionals  under  patient 
group  protocols.  However,  PSNC  is 
worried  that  proposed  changes  to  the 
Medicines  Act,  if  implemented,  could 
allow  primary  care  trusts  to  start  their 
own  pharmacy  services. 

In  its  response  to  the  Medicines 
Control  Agency,  PSNC  points  out  that 
during  the  passage  of  the  NHS  Bill 
through  the  committee  stage,  the  con- 
cern that  PCTs  might  be  able  to  com- 
pete with  professionals  whose  ser- 
vices they  were  commissioning  was 
discussed. 

"The  [health |  minister  has  given  his 
assurance  to  PSNC  that  there  is  no 
such  intention  on  the  part  of 
Government  for  PCTs  to  set  up  phar- 
macies. PSNC  is  concerned  that,  unless 
the  amendment  proposed  to  the 
Medicines  Act  is  modified,  it  could 
encourage  PCTs  and  walk-in  centres  to 
contract  with  pharmaceutical  manu- 
facturers thereby  undermining  the 
provision  of  pharmaceutical  services 
to  patients,"'  says  the  response. 

While  welcoming  the  clarification 
on  the  legality  of  group  directions, 
PSNC  raises  concern  that  the  lack  of 
any  reference  to  'community  pharma- 


cist' in  the  definitions  could  imply  that 
the  application  of  the  circular  may  be 
restrictive.  Instead,  PSNC  asks  for  clear 
reference  to  the  importance  of  the 
part  to  be  played  by  community  phar- 
macists in  the  safe  distribution  of  med- 
icines, so  as  to  put  the  matter  beyond 
doubt  as  well  as  legitimising  current 
practice. 

Another  concern  applies  to  business- 
es. Although  pharmacists  are  included 
in  the  list  of  health  professionals  who 
would  be  able  to  sell,  supply  or  admin- 
ister medicines  under  patient  group 
directions,  community  pharmacies  are 
not  specifically  included  in  the  list  ol 
medical  business  where  patient  group 
directions  may  be  applied. 
CPD  PSNC  has  called  for  the  cost  impli- 
cations to  be  addressed  before  it  will 
give  its  full  support  to  any  proposals  to 
enhance  continuing  professional  devel- 
opment. 

In  its  response  to  the  Royal 
Pharmaceutical  Society's  Health  Act 
working  group  consultation  on  CPD, 
PSN( .  says  that  attendance  at  CPD  sem- 
inars should  be  supported  by  pay- 
ments from  NHSE.  However,  PSNC 
chairman  Wally  Dove  warned  this 
week  that  NHSE  takes  the  view  that  as 
it  is  a  professional  matter.  NHSE  should 
not  have  to  put  any  more  money  into 
this  area 

PSNC  points  out  that  there  is  a  seri- 
ous workforce  problem  already,  so  the 
introduction  of  an  active  register' 
would  reduce  the  availability  of  phar- 
macists able  to  locum.  However,  it 
says:  "If  any  specific  requirements 
relating  to  the  authorisation  to  provide 


pharmaceutical  services  to  patients 
and/or  health  professionals  are  to  be 
introduced,  these  should  be  accommo- 
dated in  a  manner  other  than  registra- 
tion (eg  a  practising  certificate).'' 

PSNC  does  not  support  mandatory 
CPD  but  believes  that  competence 
should  be  assessed  continually  through 
appropriate  management  and  audit. 
Oxygen  funding  PSNC  is  concerned  that 
there  has  been  no  increase  in  alloca- 
tions to  health  authorities  for  domicil- 
iary oxygen  services  this  year,  in  spite 
of  evidence  of  changing  demands. 
PSNC  would  like  to  see  money  more 
fairly  allocated  to  reflect  demand  for 
oxygen  and  changes  in  the  pattern  of 
demand  and  will  be  writing  to  NHSE. 
Discount  clawback  Hie  discount  claw- 
back  scale  has  been  revised  to  show  a 
reduction  of  1.2-t  per  cent  at  all  levels 
from  April  . 'Hie  scale  will  be  included  in 
the  May  Drug  Tariff  but  will  apply  to 
reimbursement  for  April  prescriptions. 
The  reduction  is  slightly  more  than 
announced  previously,  said  Mr  Dove. 
Remuneration  PSNC  is  to  consider  a 
remuneration  offer  in  the  next  couple 
of  weeks. 

LPC  Conference  PSNC  has  looked  at 
each  of  the  motions  passed  at  this 
year's  LPC  conference  and  has  set  out 
any  action  that  is  to  be  taken  in 
respect  of  each  resolution. 
PCTs  PSNC  is"delighted"at  the  response 
from  LPGs  to  its  call  to  secure  pharma- 
cist places  on  the  1"  newly  formed  PCT 
executives  committees.  Further  guid- 
ance will  be  issued  shortly  for  LPCs 
involved  in  second  wave  applications 
for  PCTs  going  live  on  October  1 . 
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Parkinson's  role  for  pharmacy 


Almost  80  per  cent  of  Parkinson's  dis- 
ease (PD)  patients  believe  that  their 
pharmacist  should  take  on  a  role  in 
the  medicines  management  of  their 
disease,  according  to  UniChem's 
Pharmacy  Alliance. 

GPs  also  support  the  idea  of  phar- 
macists taking  on  an  enhanced  role  in 
the  drug  management  of  PD,  with  70 
per  cent  being  very  supportive.  Some 
60  per  cent  said  they  would  be  inter- 
ested in  attending  joint  training  for  an 
intervention-based  programme. 

A  programme  has  now  been  devel- 
oped that  will  look  at  medicines  man- 
agement and  quality  of  life  indicators 
in  people  with  PD.  This  is  currently 
awaiting  MERC  approval,  but 
Pharmacy  Alliance  is  hoping  to  imple- 
ment the  scheme  later  this  year. 

The  results  are  seen  as  giving  a  man- 
date for  further  development  and 
come  in  one  of  the  first  surveys  to  con- 
sider a  patient  group's  views  on  the 


extension  of  the  pharmacist  s  role. 
DuPont  Pharmaceuticals  and  Phar- 
macy Alliance  commissioned  the 
study,  which  was  supported  by  the 
Parkinson's  Disease  Society. 

Community  pharmacies  arc  seen  as 
common  access  points  for  the  collec- 
tion of  repeat  prescriptions  by  both 
patients  and  their  carers,  say  the  report. 
"We  believe  that  with  dedicated  training 
on  PI)  therapy,  coupled  with  their 
expertise  in  medicines,  the  community 
pharmacist  can  become  a  valuable 
member  of  the  healthcare  team 
involved  in  the  management  of  people 
with  PI) 'This  would  mean  having  to  col- 
laborate with  GPs  and  other  specialists. 

The  survey  looked  at  the  attitudes 
of  patients  and  their  carers,  GPs  and 
pharmacists  about  the  involvement  of 
pharmacists  in  PD  medicines  manage- 
ment. Of  the  161  responses  received 
from  PD  patients  or  their  carers, 
almost  80  per  cent  were  supportive  of 


pharmacist  involvement  and  would 
appreciate  advice  on  certain  symp- 
toms and  aspects  of  their  treatment. 
However,  areas  such  as  physical  assess- 
ment and  questioning  on  more  per- 
sonal areas  such  as  sexual  difficulties 
were  less  well  supported. 

Among  the  67  replies  from  pharma- 
cists, training  was  seen  as  by  far  the 
largest  area  of  need.  Pharmacist  mem- 
bers of  Pharmacy  Alliance,  both  in 
independent  pharmacies  and  Moss 
Pharmacy  were  invited  to  respond. 

As  over  40  per  cent  of  PD  patients 
indicated  they  always  require  assis- 
tance from  their  carers  in  collecting 
prescriptions,  the  number  of  patients 
with  whom  the  pharmacist  would  have- 
direct  contact  is  reduced.  Hence,  the 
report  says  that  the  most  appropriate 
tool  to  use  in  a  subsequent  community 
pharmacy  intervention  programme 
would  be  a  patient  questionnaire  suit- 
able for  completion  in  the  home. 


Abandon  pharmacy  strategy  and  talk  again? 


The  Royal  Pharmaceutical  Society  has 
told  the  Government  that  the  new 
drive  on  NHS  modernisation  may 
mean  that  a  community  pharmacy 
strategy  is  no  longer  appropriate. 

"If  so,  the  Government  should  make 
this  clear  immediately,  and  open  dis- 
cussions on  ways  forward  in  each  of 
the  challenge  areas,''  the  Society  says  in 
response  to  the  Prime  Minister's 
recent  modernisation  challenges  for 
the  NHS. 

The  response  outlines  how  pharma- 
cists can  be  involved  in  the  five  target 
areas: 

•  The   partnership   challenge  The 

Society  would  work  with  government 
to  enable  prescribes  to  access  phar- 
macists' expert  advice  at  all  levels  of 
the  NHS.  A  focused  approach  to  medi- 
cines management,  particularly  for  the 
elderly,  should  be  developed  to  help 
reduce  unwanted  effects.  Urgent  con- 
sideration should  be  given  to  the 
recruitment  and  retention  of  hospital 
pharmacists,  and  links  created  bet- 
ween pharmacists  in  primary  and  sec- 
ondary services  to  optimise  the 
smooth  transition  from  hospital  to 
community  care. 

•  The  performance  challenge  All  health 
authorities  should  support  clinical 
governance  development  initiatives, 
with  local  resources.  The  NHS  must 
recognise  that  there  is  a  potential  dis- 
incentive to  excellence  within  the  cur- 
rent remuneration  framework  for  com- 
munity pharmacy  services  and  that 
this  must  be  addressed  if  the  NHS  is  to 
secure  best  value  over  the  longer  term. 

•  The  challenge  for  the  profession  The 
Society  would  be  willing  to  explore 
ways  of  promoting  community  phar- 


macies' role  in  treating  minor  illness, 
including  prescribing  on  the  NHS. 
Pharmacists  are  keen  to  take  greater 
responsibility  for  managing  repeat  dis- 
pensing, and  a  future  prescribing  role 
is  an  integral  part  of  successful  NHS 
modernisation. 

•  The  patient  care  challenge  The 

Society  would  welcome  the  chance  to 
work  with  national  service  framework 
expert  reference  groups  and  imple- 


mentation teams,  on  patient  concor- 
dance. 

•  The    prevention    challenge  The 

Government  should  define  an 
improved  integrated  role  for  pharma- 
cists in  public  health  promotion,  with 
support  for  smoking  cessation  ser- 
vices. Pharmacies  should  be  integrated 
into  the  NHS  net  to  help  provide  high 
quality  advice  to  patients,  including 
information  on  medical  alerts. 


NPC  publishes  'core  competencies' 


A  document  to  help  pharmacists 
develop  their  role  in  prescribing  sup- 
port, medicine  use  and  pharmaceuti- 
cal care  within  the  evolving  primary 
care  environment  is  being  published. 

'Competencies  for  pharmacists 
working  in  primary  care'  is  a  joint  ven- 
ture, between  the  National  Prescribing 
Centre  and  the  NHS  Executive.  The 
document  sets  out  a  core  framework 
which  primary  care  pharmacists  can 
use  to  identify  training  and  develop- 
ment needs  and  then  consider  how 
best  to  meet  them.  It  should  also  stim- 
ulate providers  of  education  and  train- 
ing to  look  at  current  provision  and  to 
develop  new  events  and  course  to  fill 
gaps  in  provision. 

It  is  hoped  the  document  will  be  an 
important  and  major  development  for 
pharmacists  working  around  prescrib- 
ing, commented  NPC  director  Clive 
Jackson 

NHS  reform  with  its  emphasis  on 
high  quality,  evidence-based  medicine, 
clinical  governance,  professional 
accountability  and  patient  conve- 
nience mean  that  all  professionals 


need  to  reappraise  and  realign  their 
skills  and  knowledge,  says  Mr  Jackson 
in  a  joint  statement  with  acting  chief 
pharmacist  Jeanette  Howe. 

"Clearly,  it  is  important  to  the  NHS 
and  particularly  (to]  patients  that 
pharmacists,  working  within  the  new 
primary  care  environment,  get  it  right. 
It  requires  pharmacists  to  be  honest 
with  themselves  and  others  about 
gaps  in  their  knowledge  and  skills  and 
to  be  prepared  to  both  acknowledge 
and  address  them." 

Copies  of  the  document  are  avail- 
able to  any  professional  or  manager 
working  in  the  NHS.  A  written  request 
should  be  sent  to  the  NPC  at  The 
Infirmary,  70  Pembroke  Place. 
Liverpool  L69  3GF  or  fax  on  0151  794 
8139/81-+4.  All  such  requests  are  sub- 
ject to  availability  and  must  state  the 
individual's  current  job  title  and 
employing  organisation. 
•  An  article  written  by  Mr  Jackson 
about  the  guide  will  appear  in  next 
week's  issue  when  Mr  Jackson  takes 
on  the  post  of  Chemist  &  Druggist  s 
guest  editor. 


BRIEF 


Drug  recall 

Aventis  Pasteur  MSD  is  recalling 
several   batches  of  H-B-Vax  II 
recombinant  hepatitis  B  vaccine, 
10  mg  in  1  ml  for  adults  and  ado- 
lescents vial  presentation  due  to  a 
misprint  in  the  user  leaflet  posology 
section.  Affected  batches  are: 
HH66680      (expiry  25.01.2001) 
HH66690  (04.04.2001) 
HH66700  (17.02.2001) 
HH36570  (18.02.2001) 
HH66710  (18.02.2001) 
HJ39450  (12.11.2001) 
HK09680  (02.12.2001) 
The  MCA  issued  the  class  3  alert  on 
April  18.  Further  information  is 
available  from  Vaccine  Direct  at 
Aventis  Pasteur  MSD  on  0321  1 
8222463. 

Category  D  for  April 
Pharmaceutical  Services  Negotiating 
Committee  has  issued  the  following 
Category  D  addition  to  the  April  Drug 
Tariff,  sotalol  tablets  1 60mg  28s. 

RPSGB  roadshows 
Three  'Pharmacy  in  a  New  Age'  road- 
shows will  take  place  in  May  and  will 
feature  the  Loud  Mouth  Educational 
Theatre  company.  The  events  take 
place  in  Cambridge  on  May  15, 
Birmingham  on  May  16  and 
Winchester  on  May  17.  "Through 
theatre,  Loud  Mouth  will  explore  the 
challenges,  demands  and  barriers 
pharmacists  face  in  their  working 
lives,"  says  the  Royal  Pharma- 
ceutical Society. 


Lloydspharmacy  is 
supporting  the  Imperial 
Cancer  Research  Fund's  sun 
awareness  campaign.  At  the 
launch  earlier  this  month, 
Lloydspharmacy  pharmacy 
director  Andy  Murdock  spoke 
on  how  the  community 
pharmacist  can  help  guide 
customers  on  the  appropriate 
kind  of  sun  care  products  to 
buy  for  the  family.  Pictured  at 
the  Sun  Sense  'Have  we  got  it 
right'  launch  are  from  left: 
Chris  Bacon,  national  account 
manager  for  sponsor  Speedo, 
Professor  Anthony  Quinn, 
consultant  dermatologist  for 
the  ICRF,  and 
Lloydspharmacy's  Andy 
Murdock 
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News 


Progress  towards 
smart  cards 

One  of  the  Government's  NHS  mod- 
ernisation teams  is  considering  the  use 
of  smart  cards  containing  details  of  a 
patient's  medical  record  and  prescrip- 
tion requirements. 

The  Government  has  allocated  £2.4 
million  for  four  NHS  pilots  to  pioneer 
the  use  of  on-line  health  records  to 
share  information  between  health  and 
social  services  professionals  in 
Cornwall,  South  Staffs,  Co  Durham  and 
Tees.  If  patients  are  treated  by  a  GP  in 
the  morning  and  admitted  to  hospital 
in  the  afternoon,  the  hospital  will  have 
the  relevant  details  of  the  earlier  GP 
consultation. 

Eventually  on-line  patient  records 
will  be  accessible  by  family  doctors, 
hospitals,  NHS  Direct,  out-of-hours  and 
ambulance  services,  mental  health 
trusts  and  social  services. 

PharMed  wins 
healthcare  award 

Electronic  prescription  developer 
PharMed  has  received  a  special  com- 
mendation in  the  annual  Healthcare  IT 
Effectiveness  Awards. 

PharMed  won  the  award  in  the 'Best 
use  of  IT  in  primary  or  community 
care'  category  and  it  "represents  wel- 
come recognition  of  our  work  over 
the  past  three  years  in  successfully 
developing  and  testing  a  secure,  cost- 
effective  system ",  said  PharMed  chair- 
man Ewan  Davies. 

"Our  trial  has  demonstrated  that  not 
only  does  our  system  work,  but  also 
that  the  electronic  transmission  of  pre- 
scriptions could  deliver  benefits  to  the 
NHS,  healthcare  professionals  and 
offer  the  most  visible  service  improve- 
ment to  patients  since  NHS  Direct." 


Pictured  at  the  HITEA 
awards  ceremony  are: 
pharmacist  Prakesh 
Mahtani,  GP  Dr  Brett 
Thomas  (both  involved  in 
beta  testing),  Alasdair 
Liddell,  director  of  planning 
at  the  Department  of  Health, 
who  presented  the 
commendation,  pharmacist 
Sheldon  Russell,  Mr  Davies 
and  PharMed  director  Ian 
Moody 


PSNI  worried  by  MLX260 


The  Pharmaceutical  Society  of  North 
ern  Ireland  is  concerned  that  the  pro- 
posals on  group  protocols  may  allow 
trusts  to  buy  and  supply  medicines, 
bypassing  pharmacists. 

At  its  meeting  held  on  March  20,  the 
Council  discussed  the  consultation  let- 
ter MLX  260  which  proposes  changes 
to  legislation  to  permit  group  prescrib- 
ing protocols.  The  Council  was  con- 
cerned that  the  proposal  may  permit 
purchase  of  medicines  for  supply  by 
Trust  bodies  in  general  and  GP  trusts  in 
particular.  PSNI  is  to  respond  to  the 
MLX  emphasising  the  pharmacist's  role 
in  developing  any  group  protocols. 

The  Council  welcomed  other  pro- 
posals  to   change   the   status  of 


terbinafine  cream  and  ibuprofen  10 
per  cent  external  preparations  to 
Pharmacy  medicine  status.  Its  reply  to 
MLX  259  will  stress  the  Council's 
belief  that  all  ibuprofen  products 
should  be  available  as  P  medicines. 
Other  points: 

•  Sheila  Maltby  has  taken  up  her  post 
as  chief  executive  at  PSNI  Acting  secre- 
tary and  registrar  Joe  Gault  was  thanked 
for  his  support  over  the  past  year 

•  the  Society  is  to  look  into  setting  up 
direct  debit  for  paying  personal  reten- 
tion fees. 

•  PSNI  is  to  further  explore  the  idea 
of  a  joint  conference  held  with  the 
Pharmaceutical  Society  of  Ireland 

•  the  Finance  &  House  Committee 


has  looked  at  the  costs  involved  in 
putting  right  rising  damp  found  in  the! 
L'CA  offices.  It  is  also  seeking  further1 
estimates  for  the  conversion  of  a  cloak-' 
room  to  a  conference  room 

•  PSNI  president  Professor  James, 
McElnay  has  been  nominated  to  the 
Pharmacy  Practice  Research  Trust 

•  Tom  Hunter  has  been  nominated  to 
the  Eastern  Board  Pharmacy  Practice 
Committee 

•  Professor  DT  Burns  has  been  nomi- 
nated to  serve  on  the  Veterinary 
Residues  Committee  and  S  T  Guy  has' 
been  nominated  to  the  Home  Accident 
Prevention  Committee. 

•  A  site  map  for  the  development  of 
the  PSNI  web  site  has  been  discussed. 


More  support  for  EHC  pharmacy  protocol  schemes 


More  organisations  have  come  out  in 
favour  of  emergency  hormonal  contra- 
ception being  available  via  pharmacy 
prescribing  protocol  schemes. 

The  Pharmaceutical  Services  Nego- 
tiating Committee  voted  last  week  to 
support  a  call  for  EHC  to  be  available 
free  from  pharmacies,  with  EHC 
retained  as  a  Prescription  Only  Medi- 
cine and  supplied  under  group  proto- 
cols. The  London  LPC  Forum,  which 
represents  all  16  London  local  phar- 
maceutical committees,  is  against  the 
introduction  of  a  P  licence  for  EHC. 

Elsewhere,  the  Pharmacy  Support 
Group  has  announced:  "POM  to  P 
reclassification  is  an  inappropriate 
route  for  the  supply  of  EHC  and  it 
should  remain  POM."  It  also  wants 
treatment  to  be  available  at  the  earliest 
opportunity  and  free  of  charge  at  the 
point  of  supply. 


PSNC  believes  it  is  essential  that 
EHC  should  be  supplied  free  of  charge 
to  avoid  some  patients  in  deprived 
areas  being  deterred  from  obtaining 
EHC.  It  is  keen  to  ensure  that  the  most 
appropriate  means  of  supply  should 
be  selected  on  the  grounds  of  public 
health,  with  systems  in  place  to  pre- 
vent inappropriate  supply  or  abuse. 

London  LPC  Forum  chairman 
Andrew  McCoig  has  warned  that  if  the 
Royal  Pharmaceutical  Society  contin- 
ues with  its  "ambivalent"  view  on  EHC 
supply,  the  Government  will  make  it  a 
P  medicine. Apart  from  being'  fraught 
with  legal  complications,  "the  supply 
of  EHC  needs  some  sensitivity  and  pro- 
fessional input  not  compatible  with 
other  P  medicines  ",  said  Mr  McCoig. 

Mr  McCoig  told  C&D  that  the 
Forum  is  in  favour  of  a  group  protocol 
system,  initially  along  the  lines  of  the 


scheme  running  in  Lambeth. 
Southwark  &  Lewisham  (C&D  April  8. 
p4).  Following  a  group  protocol  sys 
tern,  "pharmacists  as  independent  pre- 
scribers  would  be  the  logical  out- 
come". He  suggested  a  new  category  of 
medicine  could  be  formed.  A  POM-PP 
(pharmacist  prescription)  category 
would  be  prescribable  by  pharmacists. 

The  PSG  had  similar  concerns  about 
the  Society.  PSG  secretary  Dinesh  Patel 
commented:  "It  is  deplorable  that  the 
Society,  on  such  an  important  issue,  is 
finding  it  difficult  to  show  leadership 
and  concern  for  the  women  who  are  in  a 
deep  state  of  anxiety.  Pharmacists  every- 
where arc  patients'  champions.  When 
will  the  Society  understand  that?" 

The  Royal  Pharmaceutical  Society 
Council  has  yet  to  discuss  the  issue  for- 
mally. It  held  a  preliminary  disc  ussion  at 
its  April  meeting  (C&D  April  15,  p5). 


Gisela  Stuart  to 
take  report  on 
services  for  drug 
misusers  forward 


Gisela  Stuart,  junior  health  minister,  is 
keen  to  take  forward  the  recommenda- 
tions in  the  report  on  Pharmaceutical 
Services  for  Drug  Misusers  on  behalf  of 
the  Department  of  Health. 

Her  decision  follows  a  meeting  with 
Roger  Odd,  head  of  professional  and 
scientific  support, and  Christine  Glover, 
president  of  the  Royal  Pharmaceutical 
Society,  at  the  House  of  Commons.  Ms 
Stuart  is  "very  positive  that  something 
needs  to  happen ", said  Mr  Odd.And  she 
is  keen  to  work  with  the  profession.  Mr 
Odd  and  Mrs  Glover  have  since  written 
to  Ms  Stuart,  suggesting  ways  in  which 
they  can  work  together.  The  issue  will 
be  discussed  in  a  joint  meeting  of  the 
DoH,  the  Home  Office  and  the  Society. 


MCA  seizes  skin  creams  from  shops 


The  Medicines  Control  Agency  visited 
nearh  100 shops  last  week  in  a  nation 
al  operation  to  combat  the  illegal  sale 
of  unlicensed  skin  lightening  creams. 

Officials  took  away  50  samples  for 
testing,  including  five  counterfeit 
Dermovate,  which  is  believed  to  be 
used  for  skin  lightening.  No  pharmacies 
were  involved;  the  outlets  were  mostly 
shops  selling  to  Afro-Caribbeans.A  deci- 
sion on  whether  to  prosecute  will  be 
made  after  the  products  have  been 
analysed  to  see  if  they  are  illegal. 

The  MCA  believes  the  sale  and  sup- 
ply1 of  skin  lightening  creams  is  a  grow- 
ing problem  throughout  England. 
There  has  also  been  considerable 
counterfeiting,  particularly  of  prod- 
ucts masquerading  as  licensed  medi- 
cines legitimately'  manufactured  by 
Glaxo  Wellcome. 

Some  creams  contain  more  than  2 
per  cent  hydroquinone  and  corticos- 
teroids, which  would  make  them  medi- 
cinal products  requiring  a  licence. 


Other  products  targeted  included  tradM 
tional  Chinese  medicines  and  creams 
being  used  to  treat  eczema  and  psoria- 
sis. The  operation  is  being  run  in  con- 
junction with  police  and  trading  stan- 
dards officers  in  Birmingham.  Bradford. 
Bristol,  Leeds,  London  and  Manchester. 

CPP  to  look  at 
mental  health 

This  year's  College  of  Pharmacy 
Practice  annual  college  day  will  look  at 
mental  health 

To  be  held  on  May  4,  the  study-  day 
will  provide  an  update  in  therapeutic 
areas  as  well  as  looking  at  the  chang- 
ing face  of  mental  healthcare  in  light 
of  the  anticipated  National  Service 
Framework  on  mental  health. 

The  event  takes  place  at  the 
Dunchurch  Management  Centre,  near 
Rugby,  Warwickshire.  Further  details 
from  the  CPP  on  024  7669  2400. 
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GP  PERSPECTIVE 


Doctors  under 
observation 

Doctors  arc  coming  under  greater 
scrutiny. This  month,  another  regulato- 
ry- body,  the  Commission  for  Health 
Improvement,  comes  on  stream.  Its  job 
is  to  make  sure  doctors  stick  to  stan- 
dards in  primary  and  secondary  care. 

It  is  just  one  of  many  bodies  that 
will  scrutinise  the  activities  of  doctors 
in  tar  greater  detail  than  before.  After 
all,  the  Government  wants  something 
back  for  all  that  new  money  it  says  it  is 
going  to  pump  into  the  NHS. 

One  proposal  for  improving  prima- 
ry care  services  is  registration  at  more 
than  one  GP  practice.The  logic  for  this 
is  that  it  enables  patients  to  be  seen  by 
an  NHS  GP  at  more  than  one  location, 
for  example  a  GP  near  home  or  a  GP 
near  work. 

On  paper  that  sounds  like  a  good 
idea,  allowing  more  patient  choice  and 
improving  access  to  healthcare.  But 
just  think  of  what  could  go  wrong:  lack 
of  continuity  of  care,  conflicting 
advice  and  the  risk  of  inadequate 


If  primary  care 
changes  radically, 
and  becomes  more 
fragmented,  will  it 
lead  to  better  care? 


access  to  medical  records.  And  never 
mind  the  administrative  problems  of 
sharing  fees  for  services  provided! 

Other  mooted  changes  include  the 
extension  of  surgery  opening  hours. 
That  will,  of  course,  require  further 
input  of  cash,  though  the  Government 
will  reply  that  this  is  already  coming 
and  it  wants  to  see  something  for  its 
investment. There  is,  though,  a  limited 
pool  of  GPs.and  new  figures  show  that 
the  number  of  new  GPs  is  still  very 
low.  This  means  that  recruitment 
remains  a  problem. 

There  are  other  services,  like  NHS 
Direct,  walk-in  surgeries  and  nurse-led 
clinics.  But  could  these  take  up  the 
slack  if  needed?  These  events  all  lead 
to  the  conclusion  that  the  power  of 
the  GP  in  the  NHS  will  be  diminished. 

Of  course  GPs  will  want  to  defend 
their  corner,  but  if  primary  care 
changes  radically  and  becomes  more 
fragmented,  will  it  lead  to  better  care? 
If  it  does  not  work  out,  primary  care 
will  no  longer  be  able  to  support  the 
inadequacies  of  secondary  care. 

By  Dr  Harry  Brown,  a  GP  practising 
in  Seacroft,  Leeds. 


As  I  read  the  pages  of  C&D  I  continue 
to  receive  conflicting  opinions  on 
what  my  future  role  should  embrace 

Last  week  Tony  Blair  was  keen  for 
me  to  assume  responsibility  for  repeat 
prescribing.  Professor  Sir  Michael 
Rawlins,  chairman  of  the  National 
Institute  for  clinical  Excellence,  felt 
pharmacists  should  welcome  P  to  GSL 
changes,  while  Dr  George  Rae, 
chairman  of  the  General  Practitioners' 
Committee  prescribing 
subcommittee,  was  in  favour  of 
pharmacists  as  independent 
prescribcrs  for  minor  ailments  but 
had  reservations  about  dependent 
prescriber  status. 

Certainly  I  feel  that  once  more  I  am 
rapidly  approaching  the  proverbial 
crossroads  but  as  usual  the  directional 
signs  are  confusing.  I  neither  know 
which  way  I  will  be  going,  nor  which 
way  I  will  be  directed,  if  that  ever 
occurs. 

However  I  do  know  what  I  can 
achieve  and  it  is  perhaps  from  this 
perspective  that  pharmacy's 
ambitions  must  now  be  viewed. 

Wally  Dove  started  the  process  at 
the  PSNC  dinner  and  medicines 
management  is  now  firmly  on  the 
agenda,  but  1  also  believe  that  the  use 
of  pharmacists  as  independent 
prescribers  for  the  treatment  of  minor 
ailments  could  achieve  a  massive 
reduction  in  workload  for  all  GPs. 

I  also  agree  with  Tony  Blair  (now 
that  is  a  novel  concept)  that  the  most 
logical  place  for  the  administration  of 
repeat  prescribing  is  in  the  pharmacy 
If  there  is  one  aspect  of  NHS  primary 
services  that  is  consistently  beyond 
the  comprehension  of  most  patients 
this  is  it.  Is  it  a  necessity  to  make  the 
tortuous  journey  from  home  to 
surgery,  from  surgery  to  pharmacy 
and  then  back  home  just  to  obtain  a 
repeat  of  medication  that  has  already- 
been  authorised  for  continuous  or 
regular  use? 

These  are  three  specific  roles  that 
all  community  pharmacists  could 
provide  and  would  make  a  real 
contribution  to  improving  delivery  of 
service  by  the  NHS. They  will  require 
the  establishment  of  appropriate 
audit,  communication  and 
remunerative  structures,  but  given  the 


will  on  both  sides  these  could  quickly 
be  established. 

All  that  is  missing  is  the  central 
direction  necessary  to  make  it 
happen  and,  just  for  once,  it  is  not  the 
grass  roots  people  sitting  on  the 
fence,  but  our  political  masters.  I  am 
ready  to  deliver  on  all  these  three 
initiatives  and  believe  the  time  is  now- 
right  to 'raise  the  ante' 

Wally  Dove  was  ignored  by  Lord 
Hunt,  but  it  is  Tony  Blair  who  seems 
to  have  taken  a  personal  interest  in 
changing  the  NHS.  Now  must  be  the 
time  to  take  the  initiative,  ignore  the 
subordinates  and  knock  loudly  on  the 
PM's  door 

One  of  those 
melting  moments 

I  have  always  criticised  the 
pharmaceutical  industry  for  its  policy 
of  divide  and  conquer  when 
marketing  OTC  medicines.  Crookes 
has  been  no  exception,  with  its  vast 
range  of  Nurofen  products,  but  I  have 
to  grudgingly  admit  that  the  recent 
launch  of  Nurofen  Meltlets  does 
tackle  an  unsatisfied  market. 

Solpadeine  is  my  brand  leader  in 
solubles  and  repeat  sales  would 
indicate  that  the  taste  is  acceptable, 
but  with  past  formulations  of 
dispersiblc  ibuprofen,  once  tasted 
never  forgotten! 

Now  Crookes  has  come  up  with 


the  clever  concept  of  dissolvable 
ibuprofen  that  melts  in  the  mouth 
and,  according  to  its  sales  pitch,  has  a 
pleasant  lemon  taste  .  If  the  company 
is  right,  then  I  will  have  to  re-arrange 
my  already  groaning  shelves  to 
accommodate  this  potential  winner. 

The  truth  behind 
the  headlines 

Tesco  is  creating  8,000  jobs!  What  a 
ludicrous  and  misleading  headline  in 
the  media  last  week.  I  know  that,  by 
their  expansion,  the  large  multiples 
destroy  local  enterprise  and  do  far 
more  harm  to  the  economy  than  can 
ever  be  recuperated  by  the  opening 
of  another  super-  or  convenience 
store 

At  first  glance,  this  particular 
criticism  may  seem  to  have  little 
to  do  with  pharmacy  but,  by 
perpetuating  a  myth,  the  media  is 
conditioning  the  public  to  accept  that 
big  is  best  and  bigger,  therefore,  is 
even  better. 

In  my  area,  I  have  witnessed  at  first 
hand  the  destruction  of  local 
enterprise,  including  a  local 
community  pharmacy,  by  the  arrival 
of  a  superstore. These  headlines  may 
sell  newspapers  but  once  destroyed, 
the  diversity  and  dynamism  that  was 
once  a  thriving  local  economy  can 
never  be  recreated. 
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IPMI  and  YPG  look  forward 
to  healthy  e-commerce 

The  joint  IPMI  and  YPG  conference  in  Birmingham  focused 
on  e-commerce  and  preparing  to  run  your  own  business 


If  manufacturers  and  wholesalers 
decide  that  direct  to  consumer  supply 
via  e-commerce  is  the  way  forward, 
they  may  want  to  cut  out  the  middle 
man,  according  to  Ian  Shepherd,  the 
Royal  Pharmaceutical  Society's  head 
of  IT  policy. 

Speaking  at  the  Institute  of 
Pharmacy  Management  International's 
joint  conference  with  the  Young 
Pharmacists'  Group  last  weekend,  Mr 
Shepherd  said  retailers  may  just  be 
seen  as  a  drain  on  the  supply  chain's 
profits.  He  suggested  market  research 
to  determine  customers' views. 

Sales  of  medicines  and  prescrip- 
tions on-line  will  account  for  only  1 
per  cent  of  the  total  market  by  2003, 
according  to  predictions.  Mr  Shepherd 
does  not  expect  e-commerce  to  result 
in  a  huge  growth  in  the  market,  but 
thinks  it  will  be  divided  up  differently. 

Emphasising  the  importance  of  the 
internet  in  healthcare,  Mr  Shepherd 
quoted  the  Financial  Times  when  he 
said:"Information  should  be,  but  is  cur- 
rently not,  at  the  centre  of  healthcare 
delivery." 

The  internet  has  changed  the  busi- 
ness model  of  virtually  every  other 
business  in  the  world,  and  Mr 
Shepherd  does  not  believe  healthcare 
will  be  any  different.  "We  should 
embrai  e  this  change  but  in  .1  \\.i\  1h.1t 
protects  the  patients,"  he  said. 

The  Government  has  five  areas  of 
concern  over  e-healthcare  -  ethical 
issues,  legal  matters,  counterfeit  medi- 
cines, public  health  and  the  possible 


loss  of  VAT  as  medicines  are  imported. 
"Healthcare  may  become  the  first  bat- 
tleground for  Government  in  e-com- 
merce, "  quoted  Mr  Shepherd. 

Deputy  managing  director  of 
Numark,  David  Wood,  discussed 
whether  existing  retailers  make  good 
internet  retailers.  He  talked  about  the 
relationship  between 'legacy' or  tradi- 
tional businesses  and  the  internet- 
based  variety. 

Although  only  five  of  the  top  20 
web  sites  are  offshoots  of  legacy  busi- 
nesses, there  are  advantages  for  legacy 
businesses  moving  into  e-commerce. 
An  established  brand  name  and  strong 
customer  base  increase  a  web  site's 
potential.  Strong  links  with  suppliers 
and  a  range  of  shops  to  aid  distribution 
are  both  assets,  as  are  premises  for 
returning  unwanted  items. 

But  there  are  also  pitfalls  for  legacy 
businesses  moving  to  the  internet. 
There  is  the  risk  of  cannibalisation'  as 
the  market  is  shared  out  differently. 
Existing  managers  may  be  resistant  to 
change,  and  internet  companies'  high 
valuation  mean  they  are  attracting  the 
most  talented  personnel. 

(  hannel  1  onflk  1  is  .in  issue  high 
lighted  by  a  Levi's  web  site  that  was 
forced  to  dose  because  it  was  success- 
fully selling  jeans  more  cheaply  than 
retailers  The  retailers  threatened  not 
to  stock  the  jeans  unless  the  site 
closed. 

Distribution  systems  of  legacy  busi- 
nesses are  usually  based  on  palettes 
loaded  with  stock  for  delivery  to  retail- 


Miall  James  (left),  receives  his  fellowship  of  the  IPMI  from 
Professor  Ian  Jones,  IPMI  president 


ers,  while  internet  companies  deliver 
small  volumes  direct  to  the  consumer. 

Numark  is  to  launch  its  own  inter- 
net venture  in  May:  www.numark 
pharmacists.com  will  be  free  to  all 
Numark  members  It  will  enhance, 
rather  than  compete  with,  the  existing 
range  of  products  available  from  inde- 
pendent pharmacies,  said  Mr  Wood. 

The  site  will  accept  stock  orders 
and  confirmation  of  delivery  will  be 
via  e-mail. 

•  Professor  Bill  Felkey,  associate  pro- 
fessor of  pharmacy  care  systems  at 
Auburn  University  in  Alabama,  told  del- 
egates about  the  application  of  IT  to 
pharmacy  practice  via  a  live  internet 
link-up  from  the  US.  Professor  Felkey 
urged  pharmacists  to  approach  the 
Pharmaceutical  Society  about  setting 
up  the  definitive  pharmacy  web  site  in 
the  UK.  He  offered  his  help  to  do  this. 
His  presentation  is  available  at 
http://pharmacy.auburn.edu/pcs/. 

Daniel  Lee,  managing  director  of 
Pharmacy2U,  Eric  Hunter,  commercial 
director  of  Unipharma,  and  Musa 
Dhalla,  head  of  Pharmalife,  all  told  del- 
egates what  their  internet  companies 
have  to  offer. 

Patel  critical  of 
Society  position 
onEHC 

Hemant  Patel,  chairman  of  the 
Pharmaceutical  Society's  Pharmacist 
Prescribing  Group,  called  the  Society, 
"an  annex  of  the  Department  of 
Health"  for  its  stance  on  pharmacist 
supply  of  emergency  hormonal  contra- 
ception. 

Mr  Patel  pointed  out  that,  while 
every  other  pharmacy  body  has  come 
out  strongly  in  favour  of  pharmacists 
prescribing  EHC,  the  Society-  has  not 
specified  a  preferred  supply  method. 

Mr  Patel  is  against  EHG  becoming  a 
Pharmacy  medicine.  This  would  make 
it  available  free  from  GPs  and  clinics, 
but  at  a  cost  from  pharmacies.  This 
would  create  a  barrier  to  NHS  care. 
There  would  be  no  NHS  indemnity  for 
pharmacists  and  communication  with 
GPs  would  decrease.  And  patient 
group  directives  would  not  happen  for 
another  two  or  three  years,  he  said. 


Hemant  Patel,  taking  a  stand 
on  EHC  prescribing 

The  profession  is  suffering  an  iden- 
tity crisis,  said  Mr  Patel.  as  it  moves! 
from  a  supply  role  towards  a  knowl- 
edge-based system.  How  pharmacists 
supply  LUG  will  affect  their  future."  It'sl 
very  much  a  question  of  whether  wel 
will  be  treated  and  behave  as  a  trade  or 
as  a  profession."  he  said. 

Since  Mr  Patel  spoke  about  the  sub-l 
ject  at  the  Local  Pharmaceutical] 
Committee  Conference,  LPCs  have |l 
expressed  support  for  pharmacist  pre- 
scribing. The  National  Pharmaceutical 
Association  s  view  is  consistent  with 
that  of  the  British  Medical  Association, 
which  is  that  EHC  should  be  free.  The] 
NPA.  LPCs  and  Pharmaceutical! 
Services  Negotiating  Committee  have 
all  said  they  are  not  in  favour  of  al 
Pharmacy  licence. 

A  prescribing  role  would  allow] 
pharmacists  to  meet  the  government 
agenda  of  equity  of  access  to  Nils  ser- 
vices. "People  want  to  put  their  long-J 
term  future  in  front  of  short-term  prof-M 
its,"  said  Mr  Patel. 

A  straw  poll  of  delegates  found  that! 
nobody  was  in  favour  of  a  P  licence.! 
Most  were  in  favour  of  patient  group! 
directives,  and  about  half  saw  this  as  al 
first  step  towards  pharmacist  prescrib-l 
ing. 

•  Coverage  of  the  Young  Pharmacists'! 
Group  hustings  will  appear  in  C&Dl 
next  week. 


Ian  Shepherd:  pharmacy 
must  embrace  the  change 
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You  know  you  provide  your  customers  with  a  good 
pharmacy  service.  This  is  your  chance  to  prove  it  and 
walk  away  with  a  prize  of  £1,000  to  further  improve 

customer  services 


The  Pharmacy  Service 
Awards  seek  to 
recognise  and  reward 
the  excellent  pharmacy 
service  given  by 
individual  pharmacies  - 
both  independents  and  multiples  -  to 
their  customers. 

We  are  looking  for  examples  of 
pharmacies  that  make  a  special  effort 
to  meet  their  customers'  healthcare  or 
shopping  needs. 
Your  pharmacy  might,  for  example, 


place  particular  emphasis  on  training 
and  customer  care  to  give  an  extra 
dimension  to  the  shopping 
experience. 

You  might  go  out  of  your  way  to 
cater  for 'special  needs'  shoppers.You 
might  specialise  in  a  particular  area, 
such  as  babycare  or  sports  medicine. 

You  might  offer  particular 
pharmaceutical  services,  such  as 
regular  clinics,  or  customer-focused 
health  promotion  schemes. You  may 
offer  an  extended  delivery  service  or  a 


medicines  management  scheme  in 
conjunction  with  a  local  surgery. 

You  may  display  medicines  or  health 
information  leaflets  in  a  particularly 
customer  friendly  way,  or  cater  for 
mothers  with  children  or  the  disabled, 
with  wide  isles  and  easy  access. 

Examples  can  be  given  of  up  to 
three  unique  selling' propositions  or 
initiatives  which  contribute  to 
providing  your  customers  with  a 
quality  pharmacy  service  and 
shopping  experience. 

For  each  example  you  should  detail: 

•  what  is  the  USP'  or  service  which 
your  pharmacy  offers 

•  what  is  the  rationale  or  aim  of  the 
service 

•  how  has  the  service  been 
developed  or  put  into  practice 

•  what  it  delivers  both  to  the 
pharmacy  and  the  customer. 


For  both  multiples 
and  independents 

The  Awards  are  open  to  both 
independent  and  multiple 
pharmacies  In  each  category  the 
w  inning  entry  will  take  away  a  prize 
of£l ,<)()<), and  the  runner-up  £500. 

Entries  should  be  no  longer  than 
I  ,500  words,  and  may  be  supported 
b\  pictures,  testimonials  from 
customers,  leaflets  etc. They  should 
reach  this  office  by  May  31. 

The  Rules 

1  Any  pharmacy  registered  in  Great 
Britain  ! he  ( lhannel  Islands,  the  Isle  of 
Man  or  Northern  Ireland  is  eligible  lor 
entry. 

2.  Closing  date  for  entries  is  May  31  The 
Award  winners  will  be  announced  in  C&D 
on  October  7.  Individual  winners  will  be 
notified  by  July  28. The  awards  will  be 
presented  at  a  lunch  lo  be  held  in  London 
on  September  21 

3  Entries  will  be  placed  in  two  categories, 

•  independents  (single  pharmacies  or 
groups  with  no  more  than  four  shops)  and 

•  multiples  (groups  with  more  than  five 
branches), 

4.  The  winning  entry  in  each  category  will 
receive  a  prize  of  £1,00(1,  and  the  runner- 
up  £500. 

5.  Entries  must  be  typed  or  printed,  and 
be  accompanied  by  the  entry  form 
(right). 

6.  The  entry  and  any  supporting  material 
(eg  photos,  practice  leaflets  etc)  may  be 
published  within  C&D. 

7  Entries  will  be  judged  by  a  panel  of  five 
judges  chaired  by  C&D  Editor  Patrick 
Grice. 

Please  complete  the  entry  form 
and  attach  it  to  the  front  of  your 
submission.  Send  your  entry,  to 
arrive  no  later  than  May  31,  to: 

Pharmacy  Service  Awards  2000, 
C€-D,  Miller  Freeman  House, 
Sovereign  Way,  Tonhridge,  Kent 
TN9  1RW. 


Carrie  of  person 
|  submitting  entry.... 

|  Position  

|  Pharmacy  address. 

I 
I 


I  Phone  number.  

|  Contact  name  (if  different  from  above). 

I 
I 


Post  code. 


Company  name  (if  different  from  above). 


*  Category  (please  tick):  Multiple  □   Independent  □ 

I  -  I 
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Anastrozole  a  first-line'  option 


Arimidex  (anastrozole)  has  been  grant- 
ed a  wider  licence  indication  for  the 
treatment  of  advanced  breast  cancer 
in  postmenopausal  women,  making  it 
a  first-line  treatment  tor  the  condition 
and  an  alternative  to  tamoxifen. 

AstraZeneca  says  this  is  the  first  time 
that  tamoxifen  has  been  challenged  as 
the  routine  first  choice  endocrine  treat- 
ment option.  The  results  of  two  large 
randomised  double  blind  studies, 
designed  to  show  whether  the  two 


MEDICAL  MATTERS 


Risedronate  cuts 
down  vertebral 
fracture  by  65pc 

Actonel  (risedronate),  launched  last 
week,  can  significantly  and  consistent- 
ly reduce  the  risk  of  all  vertebral  frac- 
tures in  postmenopausal  osteoporotic 
women  within  12  months 

The  National  Osteoporosis  Society 
Conference  in  Bath  last  week  was  told 
that  risedronate  had  been  proven 
effective  in  one  of  the  world's  largest 
clinical  study  programs  in  osteoporo- 
sis involving  16,000  patients.  It  pro- 
duced a  65  per  cent  reduction  in  ver- 
tebral fractures  in  postmenopausal 
women  with  established  osteoporosis, 
and  up  to  a  74  per  cent  reduction  in 
higher  risk  patients  within  a  year. 

Risedronate  is  indicated  for  the 
treatment  of  established  post- 
menopausal osteoporosis,  and  the  pre- 
vention of  osteoporosis  in  post- 
menopausal women  at  increased  risk 
of  the  condition 

Evidence  is  now  emerging  that 
osteoporosis  is  more  aggressive  and 
progresses  more  quickly  than  was  pre- 
viously thought.  New  data  shows  that 
one  in  five  osteoporotic  women  will 
suffer  another  vertebral  fracture  with- 
in just  12  months.  And  once  a  post- 
menopausal woman  has  one  vertebral 
fracture  she  is  five  times  more  likely  to 
suffer  another. 

Many  GPs  still  view  osteoporosis  as 
a  slow,  progressive  disease. The  condi- 
tion affects  some  40  per  cent  of 
women  aged  over  70  in  the  UK,  and 
leads  to  200,000  fractures  a  year.  The 
cost  to  the  NHS  of  treating  the  condi- 
tion is  put  at  around  £1, 500  million  a 
year. 


compounds  were  equally  effective,  has 
demonstrated  that  anastrozole  is  at 
least  as  effective  as  tamoxifen. 

However,  women  treated  with 
tamoxifen  were  found  to  have  a  44  per 
cent  higher  risk  of  their  disease  pro- 
gressing in  a  given  period  than  those 
treated  with  anastrozole 

The  licence  variation  for  Armidex 
specifies  that  efficacy  has  not  been 
demonstrated  in  oestrogen  receptor 
negative  patients  unless  they  had  a 
previous  positive  clinical  response 
with  tamoxifen.  Some  80  per  cent  of 


tumours  in  postmenopausal  women 
are  thought  to  be  oestrogen  receptor 
positive. 

The  two  drugs  have  different  mech- 
anisms of  action.  Tamoxifen  primarily 
blocks  oestrogen  receptors  in  tumour 
cells.  Anastrozole,  an  aromatase 
inhibitor  widely  used  if  tamoxifen 
therapy  fails,  suppresses  the  synthesis 
of  oestrogen. 

A  major  trial  comparing  the  two  for 
the  treatment  of  early  breast  cancer 
has  recently  completed  recruitment 
and  is  expected  to  report  in  2001. 


Azopt  targets  open  angle  glaucoma 


Alcon  has  introduced  a  new  topical 
carbonic  anhydrase  inhibitor  for  the 
treatment  of  glaucoma. 

Azopt  (brinzolamide  lOmg/ml)  is 
indicated  to  decrease  elevated  intra- 
ocular pressure  on  ocular  hyperten- 
sion and  open-angle  glaucoma.  It  may 
be  given  as  monotherapy  in  patients 
unresponsive  to  beta-blockers,  or  as  an 
adjunctive  therapy. 

In  both  situations  the  dose  is  one 
drop  in  the  conjunctival  sac  of  the 
affected  eye  twice  daily.  Some  patients 
may  respond  better  to  three  drops. 
Gently  closing  the  eyelid  after  instilla- 
tion is  recommended. 

Brinzolamide  is  a  sulphonamide  and 
is  absorbed  systemically.  Its  use  with 
oral  carbonic  anhydrase  inhibitors  is 
not  recommended.  It  contains  the 
preservative  benzalkonium  chloride, 
so  patients  must  wait  for  15  minutes 
after  instillation  before  inserting  con- 
tact lenses. 

In  clinical  studies  Azopt  has  been 
used    concomitantly    with  timolol 


preparations  without  evidence  of 
adverse  reactions,  although  specific 
interaction  studies  have  not  been  per- 
formed with  other  medications. 

In  trials  of  over  1,500  patients,  the 
most  frequently  reported  adverse 
events  are  taste  perversion  (5.3  per 
cent)  and  temporary  blurred  vision, 
which  may  last  up  to  a  few  minutes. 

Carbonic  anhydrase  is  an  enzyme 
found  in  many  tissues  in  the  body, 
including  the  eye.  Its  inhibition  in  the 
ciliary  processes  of  the  eye  decreases 
aqueous  humour  secretion,  presum- 
ably by  slowing  the  formation  of  bicar- 
bonate ions  with  the  subsequent 
reduction  in  sodium  and  fluid  trans- 
port. The  result  is  a  reduction  in  intra- 
ocular pressure. 

The  product  has  a  shelf  life  of  two 
years,  and  should  be  used  within  four 
weeks  of  opening.  It  comes  in  5ml 
polyethylene  bottles  (NHS  price 
±7.17).' 

Alcon  Laboratories  Ltd. 
Tel:  01442  341234. 


Equasym  provides  alternative  in  ADHD 


Medeva  has  launched  Equasym,  a 
range  of  branded  methylphenidate 
tablets  for  the  treatment  of  attention 
deficit  hyperactivity  disorder. 

Correct  dosing  with  methyl- 
phenidate is  crucial  to  get  the  correct 
balance  between  efficacy  and  side 
effects,  says  Medeva.  ADHD  is  thought 
to  be  caused  by  an  imbalance  in  the 
neurotransmitters  dopamine  and  nora- 
drenaline in  the  frontal  lobes  of  the 
brain.  It  affects  around  one  person  in 
30,  with  boys  being  affected  more 
commonly  than  girls. 


Medeva  is  backing  the  launch  with 
the  Equasym  Equal  Opportunities 
Scheme.  Supplied  to  consultants,  it 
includes  useful  booklets  for  parents 
and  teachers  on  the  condition  and 
helpful  tips  for  improving  behaviour. 

Equasym  comes  as  scored  tablets  in 
three  strengths  5,10  and  2()mg  (packs 
of  30,  NHS  price  £2.78,  £4.99  and 
£9  98  respectively)  and  claims  a  price 
advantage  over  Ritalin,  the  only  other 
existing  brand. 
Medeva  Pharma. 
Tel:  01372  364000. 


IN  BRIEF 


Dietary  lines  from  Abbott 
Enrich  Plus  is  a  new  1.5kcal/ml  sip 
feed  from  Abbott.  Available  in  four 
flavours  -  vanilla,  raspberry,  choco- 
late and  banana  -  it  comes  in  200ml 
tetrapaks  priced  £45.36  for  27.  The 
range  is  ACBS  approved  and  has  a 
similar  nutrient  profile  to  Ensure 
Plus,  but  contains  a  blend  of  fibre 
and  fructo-oligosaccharides.  Ensure 
bars  are  nutritionally  balanced  bars 
in  honey  crunch  and  chocolate  fudge 
brownie  flavours.  ACBS  approved, 
each  bar  provides  at  least  1 39  kcals. 
Packs  of  48  cost  £47.52. 
Abbott  Laboratories. 
Tel:  01795  580303. 


Betnesol  —  unable  to  supply 
Because  of  problems  sourcing  the  ( 
raw  materials,  Medeva  is  unable  to 
supply  Betnesol  and  Betnesol  N  eye 
ointment  and  Betnelan  tablets.  The! 
situation  is  expected  to  persist  until 
June/July.    Betnesol   drops  and 
tablets  are  still  available.  IDIS  (Tel: 
020  8410  0700)  may  be  able  to 
supply  equivalents  on  a  named 
patient  basis. 
Medeva  Phatma. 
Tel:  01372  364000. 

Eformoterol  for  children 
Foradil  (eformoterol)  is  now  licensed 
for  use  in  children  aged  five  and  over 
for  the  treatment  of  reversible  air- 1 
ways  obstruction  (including  noctur- 
nal asthma  and  prevention  of  exer- 
cise induced  bronchospasm)  requir- 
ing long-term  regular  bronchodilato- 1 
ry  therapy.  For  maintenance  therapy  j 
the  dosage  is  one  capsule  to  be 
inhaled  twice  daily.  For  more  severe  I 
cases  this  can  be  increased  to  two 
capsules  twice  a  day. 
Novartis  Pharmaceuticals. 
Tel:  01276  698370. 

Zyprexa  Velotab 
Zyprexa  Velotab  (olanzapine)  is  a 
rapidly  dissolving  formulation  which 
dissolves  in  the  mouth  in  about  15 
seconds.  The  new  line  from  Eli  Lilly  is 
claimed  to  be  the  first  antipsychotic  to  1 
be  available  in  this  formulation  and  is 
aimed  at  enhancing  compliance.  Up 
to  55  pet  cent  of  relapses  in  schizo- 
phrenia may  be  attributed  to  non- 
compliance with  medication.  The 
tablets  (28s,  5mg  £56.10,  lOmg 
£11 2.1 9)  are  priced  at  a  15  per  cent 
premium  to  the  standard  form. 
Eli  Lilly.  Tel:  01256  315000. 
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The  No.  1  recommended 
analgesic  brand1  is  still  only 
available  in  pharmacy 


Think  Ibuprofen 


Think  Cuprofen 


anks  to  your  recommendation,  the  best  selling  success  of  Cuprofen  in  pharmacy  continues.2  Cuprofen  offers  the 
premium  brand  quality,  performance  and  value  for  money  price  your  customers  like  -  and  the  profits  you  want.  And  as 
Cuprofen  remains  loyal  to  pharmacies  -  no  grocers,  no  garages,  no  newsagents  -  your  customers  will  remain  loyal  to  you. 


IBUPROFEN  TABLETS 


Shelf  display  units 
from  Autan 


Plastic  shelf  display  units  for  the 
Autan  range  will  be  available  to 
pharmacies  from  May,  to  help  remind 
customers  to  pack  the  insect 
repellent  next  to  the  suntan  lotion 

The  unit  takes  four  facings, 
allowing  all  four  products  in  the  range 
to  be  displayed  and  heralds  the  start 
of  an  educational  campaign  advising 
consumers  to  protect  themselves 
against  insects. 

Manufacturer  Bayer  will  be 
promoting  the  product  with 
advertising  running  on  TV  displays  in 
passport  offices  from  May  to  October. 

Last  year  Autan  claimed  a  4 1 .6  per 
cent  market  share  of  pharmacy  insect 
repellent  sales  (Nielsen, summer 
1999). This  may  reflect  consumer 
response  to  a  new  active  ingredient, 
Bayrepel,  which  is  claimed  to  be  more 
effective  and  less  sticky  than  DEET. 
Distributor:  Laser  Healthcare. 
Tel:  01 202  780558. 

Powerful  campaign 
for  Rhinolast 


Hayfever 


ASTA  Medica  will  support  its 
Rhinolast  Hayfever  antihistamine 
nasal  spray  with  a  new  press 
advertising  campaign  in  May  and 
June. 

The  campaign  will  appear  in 
national  daily  newspapers  in  a  bid  to 
appeal  to  male  and  female 
purchasers.  It  is  part  of  a  total 
£250, 000  marketing  programme  for 
the  brand 
ASTA  Medica  Ltd. 
Tel:  01223  423434. 


One  step  solution  for 
contact  lens  wearers 


ICN  Pharmaceuticals  has  developed 
a  new  one  step  contact  lens 
cleaning  range  that  is  exclusive  to 
pharmacies. 

Unicare  Contact  Lens  cleaning 
range  offers  a  single  solution  for  the 
daily  care  and  cleaning  of  soft,  hard 
and  gas-permeable  contact  lenses. 

The  solution  contains  a 
biomimetic  preservative  and  a 
cleaner  (derived  from  coconut) 
designed  to  mimic  natural  lipids. 

The  range  comprises  Unicare  Blue 
for  soft  lenses  (rsp  ±2.99, 60ml; 
±6.99, 240ml),  Unicare  Green  for 
hard  and 


gas  permeable  lenses  (rsp  £2.99, 
60ml;£6.99, 240ml),  Protein 
Cleaning  Tablets  (rsp  £5.99  for  ten) 
and  Multi  Purpose  Lens  Case  (rsp 
£1.50). 

Trial  size  bottles  and  starter 
counter  packs  are  available. 
Pharmacies  who  order  one 
outer  of  six  of  each  variant 
will  get  a  display  tray  and  one  extra 
of  each  of  the  four  items  free.  Patient 
care  booklets  are  given  away  with 
the  display  unit. 
The  Miles  Group. 
Tel:  01484  852411. 


Fresh  look  for 
Zirtek 

UCB  Pharma  has  introduced  its  Zirtek 
Allergy  antihistamine  in  a  new 
consumer  pack  for  the  hay  fever 
season. 

One-A-Day  Zirtek  Allergy 
(cetrizinc  P)  now  comes  in  a  new 
clean,  clinical  looking  white  pack 
that  provides  one  week  of  onc-tablet- 
a-day  treatment. 

The  small  tablet  presentation  is  the 
same  full  strength  as  the  one  available 
on  prescription. 

Zirtek  Allergy  is  licensed  for 
children  over  six  years. 
UCB  Pharma  Ltd. 
Tel:  01923  211811. 

Double  strength 
relief  from 
Canesten  Combi 

Bayer  has  upgraded  its  Canesten 
Combi  thrush  treatment  to  offer 
double  strength  relief  from  the 
itching  asMic  i.ited  w  ith  thrush  and 
vulvitis. 

The  new  pack  contains  a 
lOg  tube  of  Canesten  Thrush 
Cream  (2  per  cent  clotrimazole) 
plus  a  single  vaginal  500mg 
clotrimazole  pessary. The  pessary 
has  a  lactic  acid  coating  to  help 
restore  the  natural  pH  level  of  the 
vagina. 

Retail  price  is £".89. 
Laser  Healthcare. 
Tel:  01202  780558. 


Travel  wallet  for 
diabetics 

Lloydspharmacy  has  introduced  a 
new  insulin  travel  wallet. 

The  Frio  Insulin  Travel  Wallet  is 
designed  to  offer  people  living  with 
insulin  dependent  diabetes  more 
freedom  when  travelling 

Insulin  should  be  stored  at 
between  2  and  8°C.The  wallet  can 
keep  insulin  cool  for  up  to  45  hours 
in  varying  temperatures. 

It  contains  crystals  which,  when 
immersed  in  cold  water  for  a  short 
time,  expand  into  a  gel  that 
maintains  its  temperature  for  up  to 
two  to  five  days. 


Communicating  with  Caltrate  Plus 


Whitehall  Laboratories'  bone 
health  supplement,  Caltrate  Plus, 
is  benefiting  from  a  £lm 
consumer  communication' 
campaign. 

A  new  advertising  campaign  is 
underway,  and  it  is  being 
supported  by  direct  mail  and  PoS 
material. 

Advertising  broke  last 
week  in  the  national  press  and 
will  run  for  four  weeks. 
Further  adverts  will  run  in  key 
women's  titles  such  as 
Good  Housekeeping,  Woman's 
Own  and  Bella  for  the  next  six 
months. 


The  target  audience  is  women 
aged  45  years  and  over.The 
campaign  focuses  on  the 
need  for  women  to  take  action 
now  to  improve  their  chances 
of  avoiding  bone  problems  in  the 
future. 

•  Caltrate  Plus  is  the 
sponsor  of  the  National 
Federation  of  Women's 
Institutes  Fit  for  your  future' 
health  booklet.  The  booklet 
gives  advice  on  women's  health 
in  later  life,  such  as  bone  health 
and  HRT. 

Whitehall  Laboratories. 
Tel:  01628  669011. 
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WITH  ZIRTEK,  YOUR  CUSTOMERS 
DON'T  HAVE  TO  BE  BRAVE 
TO  SIT  IN  THE  GARDEN. 


ONE  A  DAY 

Zirtek 

allergy  cetirizine 


NOTHING  HITS  HAYFEVER  HARDER 


Zirtek  provides  fast,  effective  relief  from  hayfever  symptoms  and  has  no  known  drug  interactions. 


:k  allergy 

IENTATIONS:  White,  oblong,  scored,  film-coated  tablet  engraved  Y/Y  containing  lOmg 
ine  hydrochloride. 

Treatment  of  seasonal  and  perennial  rhinitis  and  chronic  idiopathic  urticaria. 
GE  AND  ADMINISTRATION:  Adults  and  children  aged  6  years  and  over: 
I  once  daily.  In  renal  insufficiency  halve  the  dose  to  5  mg  (!,  tablet)  daily. 
RAINDICATIONS:  Hypersensitivity  to  constituents.  Avoid  use  in  pregnancy  and  lactation. 
AUTIONS:  Do  not  exceed  recommended  dose,  particularly  if  driving  or  operating 
nery. 

i  INTERACTIONS:  To  date  there  are  no  known  interactions  with  other  drugs.  As  with  other 
stamines  avoid  excessive  alcohol  consumption. 


SIDE  EFFECTS:  Mild  and  transient  drowsiness,  headache,  dizziness,  agitation,  dry  mouth  and 
gastrointestinal  discomfort  have  been  reported. 
PACKING,  PRICE:  Pack  of  7  tablets  =  £4.25  Retail. 
LEGAL  CATEGORY:  P 

PRODUCT  LICENCE  NUMBER:  Tablets  5221/0001. 
MARKETED  BY:  UCB  Pharma  Limited,  Watford,  Herts,  WD1  8UH. 

For  further  information  please  contact:  UCB  Pharma  Limited,  UCB  House,  3  George  Street, 
Watford,  Herts,  WD1  8UH. 

Telephone  (01923)  211811.  Facsimile  (01923)  229002. 

Date  of  preparation:  March  2000  pswma 
UCB-Z-00-04  ^  J 


Counterpoi 


Aquafresh  Flex  is  set  for  a  relaunch 


Increased  stand  out  and  better 
branding  are  the  key  objectives 
behind  the  relaunch  of  Aquafresh  Flex 
toothbrushes,  which  will  take  place  in 
early  May. 

The  new  look  for  the  range,  with 
bolder  use  of  the  brand  name  and 
icon,  aligns  the  toothbrushes  more 
closely  with  Aquafresh  toothpaste. 

Individual  products  can  be 
identified  by  a  vertical  stripe  on  pack 
which  highlights  the  variant  type.The 
reverse  of  the  product  cards  have 
been  updated  to  give  clearer  visual 
images  of  important  features. 
SmithKline  Beecham  Consumer 
Healthcare.  Tel:  020  8560  5151. 


RoC  targets  cellulite  with  retinol 


RoC  is  launching  an  anti-cellulite 
cream  -  Retinol  Body  Contouring 
Concentrate  -  which  it  claims  will 
reduce  the  dimpled  orange  peel' 
appearance  of  skin  by  39  per  cent  in 
eight  weeks. 

As  well  as  containing  retinol,  the 
product  contains  caffeine,  which  is 
claimed  to  break  down  fatty  deposits 
and  ruscus.a  plant  extract  which 
enhances  circulation. 


The  product  comes  in  a  pump 
bottle  ( 150ml,£21.95)  as  an  oil-free 
cream  gel.  It  should  be  applied  twice  a 
day  for  at  least  two  months,  says  RoC. 

It  is  in  Boots  this  month,  and  will 
go  on  general  distribution  from  May 
18.The  launch  will  be  supported  by  a 
television  and  press  advertising 
campaign. 

Johnson  &  Johnson  Ltd. 
Tel:  01628  822222. 


Q  I  Is  a  herbal  a  genuine  medicine? 


A 


Only  if  there's  a  PL  number  on 
the  pack. 


When  customers  ask  pharmacists 
for  a  safe,  effective  substitute  for 
chemical  drugs,  it's  important  to 
know  which  herbal  products  meet 
the  high  standards  of  efficacy,  quality 
and  safety  set  for  all  medicines.  So 
check  -  if  there's  a  product  licence 
number  on  the  pack,  you  can  be 
sure  it's  made  the  grade  as  a  licensed 
medicine. 

Potter's  have  been  making  herbal 
remedies  for  almost  200  years  and 
produce  medicines  to  treat  many 
everyday  ailments  and  conditions, 
including  hayfever,  rheumatism  and 
painful  joints,  urinarv  problems, 
upper  respiratory  infections, 
disturbed  sleep,  and  skin  problems. 

You  can  recommend  Potter's 
herbal  medicines  with  confidence  as 
a  real  alternative  to  chemical  drugs. 

Call  or  e-mail  us 
today  for  a  copy  of 
our  pharmacy 
catalogue  and 
information  pack. 


THE 

Potters 

PRODUCT 
PROMISE 


Potter's 


Makers  of  herbal  medicines  since  1812 


Traditional  knowledge 
backed  by  scientific  research 

[~^The  largest  herbal 
medicine  range  in  Europe 

["^Full  manufacturing  and 
individual  product  licences 
mean  quality  control 
monitored  by  the  MCA 

|  *^Generally  prescribable  and 
reimbursable  through  the  NHS 

[^Increasingly  adopted  by 
medical  professionals  as  a 
useful  treatment  option 


Leyland  Mill  Lane,  Wigan  WN I  2SB 
Tel:  0 1 942  405 1 00  •  Fax:  01942  820255 
e-mail:  info@pottersherbals.co.uk 

Visit  our  website  at  www.poftersrierbals.co.uk 


Dove  cleans  up  with 
nourishing  bodywash 


Elida  Faberge  is 
launching  a  new 
nourishing  shower 
product  in  its  Dove 
range  in  the  UK  on 
April  25. 

Dove  Nourishing 
Bodj'wash  is  a  dual- 
chamber  product 
that  has  been 
developed  to  actively 
nourish  the  skin,  as 
well  as  cleansing  and 
moisturising. 

The  product  is 
designed  to  feed  the 
skin  with  essential 
nutrients  and  vitamin 
E,  so  there  is  no  need 
to  apply  a  body  lotion 
after  showering.  It  is 
formulated  to 
promote  ceramide 
production  to  nourish 
the  skin's  protective  lipid  layer  and 
regenerate  the  skin  below  the 
surface. 

Designed  for  use  with  a  skin  puff, 
the  bodywash  forms  a  rich  creamy 
lather. The  dual  action  formula  is 
contained  within  two  separate 
chambers:  the  white  side  contains  a 
gentle  cleansing  agent  and  the  pink 
side  contains  a  nourishing  and 
vitamin  E  rich  bod)'  lotion. 

The  launch  will  be  supported  by  a 
£3-2  million  TV  and  poster  campaign 
starting  on  June  19.  In  addition,  a 
two  million  sampling  campaign  will 
include  sampling  in-store  and  at 
roadshows  and  other  events. 

PoS  material  will  include  shelf 
strips,  showcards  and  sample 
product  sachets  with  skin  puffs. 

Retail  price  is  £4.49  for  236ml. 
#  A  new  look  is  being  introduced 
across  the  Dove  Personal  Wash  range 
this  week.  Dove  Bar,  Dove  Ultra 
Moisturising  Body  Wash,  Dove  Bath 
and  Dove  Liquid  Soap  will  feature 


softer  pack  graphics. 

Dove  Ultra  Moisturising  Body 
Wash  and  Dove  Bath  are  being 
relaunched  with  longer,  slimmer 
packs,  claimed  to  have  more 
feminine  appeal. 

The  Dove  Ultra  Moisturising  Body- 
Wash  puff  pack  has  also  been 
redesigned  with  a  more  premium 
looking  image. 

•  Dove  Deodorant  is  being  introd- 
uced in  a  second  fresh  fragrance  this 
week.  Dove  Fresh  Blue  Deodorant  is 
an  invigorating,  fresh  fragrance  and 
the  formulation  contains  moistur- 
ising cream  to  care  for  the  skin 

The  variant  will  be  available  in  an 
anti-perspirant  aerosol  from  April  24 
(rsp  £2.02, 150ml). A  roll-on,  stick 
and  cream  will  be  introduced  in  the 
new  fragrance  from  the  end  of  June. 

A£3m  marketing  campaign  will 
support  the  launch  of  the  new 
variant. 

Elida  Faberge. 
Teb  020  8481  6000. 


Gillette  raises  profile  of  Arctic  Ice 


Gillette  is  supporting  its  Gillette 
Series  Arctic  Ice  fragrance  with  a  £3.8 
million  advertising  campaign  and  in- 
store  promotional  activities. 

A  new  TV  commercial  is  on  air  this 
month  featuring  the  new  Arctic  Ice 
Anti-Perspirant  Deodorant  set  in  an 
ice  topped  mountain  background. 

Press  advertising  is  appearing  in 
men's  health  and  fitness,  music  and 
motoring  titles. 

Consumers  will  be  able  to  sample 


the  fragrance  via  scent  strips  in  a 
variety  of  style  and  sports  magazines. 
Scented  postcards  will  be  placed  in 
over  9,000  venues  including  cinemas, 
nightclubs  and  health  clubs. 

Gillette  Series  credits  and 
break  bumpers  will  appear  in  the 
Gillette  Series  Soccer  Saturday' 
programme  on  Sky  until 
September. 
Gillette  UK  Ltd. 
Tel:  020  8560  1234. 
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Counterfoil 


Elida  Faberge 
lathers  up 

Sales  of  personal  wash  were  up  1.4 
per  cent  last  year,  to £474.3  million. 
Historically  the  largest  category,  bar 
soaps  (£127. 3m)  has  been  overtaken 
by  shower  gels  (£1  S7.6m)  and  bath 
liquids  (£141. 2m). 

The 'Elida  Faberge  personal  care 
fact  file  2000'  reveals  that  three 
manufacturers  dominate  branded 
personal  wash  sales  -  Sara  Lee, 
Cussons  and  Elida  Faberge.  Own 
label's  share,  although  declining,  still 
constitutes  over  a  quarter  of  the 
market. 

Deodorants  and  bodysprays  saw  a 
sales  increase  of  2.4  per  cent,  with 
particularly  strong  growth  in  the 
female  sector.  Antiperspirant  aerosol 
remains  the  strongest  and  most 
profitable  deodorant  sector  with  a 
74.4  per  cent  value  share,  worth 
£267. 5m.  Cream  was  the  fastest 
growing  sector,  with  110  per  cent 
growth. 

The  female  bodyspray  market 
declined  in  value  by  2.3  per  cent,  but 
Elida  Faberge  is  hoping  to  change  this 
with  the  relaunch  of  Impulse  on  May  1 
Elida  Faberge 
Tel:  020  8481  6000. 


N  BRIEF 


Long  lasting  message 
Wilkinson  Sword  is  currently  spending 
£1 .6  million  on  a  multi-media  adver- 
tising campaign  for  Wilkinson  Sword 
FX  Diamond.  In  addition,  the  Wilk- 
inson Sword  FX  Diamond  Challenge  is 
offering  a  prize  fund  of  £25,000  to 
anyone  who  can  break,  or  create,  any 
long-lasting  Guinness  World  Records. 
By  encouraging  people  to  come  up 
with  long-lasting  challenges,  the 
company  aims  to  reinforce  the  Wilk- 
inson Sword  FX  Diamond  'no  blade 
lasts  longer'  positioning. 
Wilkinson  Sword  Ltd. 
Tel:  01 494  533300. 

Solid  food,  solid  facts 
A  video  being  distributed  to  ail  new 
parents  through  600,000  Bounty 
take  home  packs  by  Farley's  &  Heinz 
aims  to  reassure  them  about  pre- 
prepared  baby  foods.  'Solid  Food, 
Solid  Facts'  explains  how  baby  foods 
are  prepared  and  is  intended  to 
boost  consumer  confidence. 
H  J  Heinz  &  Co  Ltd. 
Tel:  020  8573  7757. 

All  change  for  Vita  E 
Marketing  and  distribution  of  the  Vita 
E  range  of  cream  and  gels  has  been 
transferred  by  Bioglan  to: 
Cambridge  Healthcare  Supplies  Ltd. 
Tel:  01202  734100. 


Bodyform  breaks 
new  ground  on  TV 


Bodyform  is  on  television  this  week 
with  a  new  campaign  in  support  of 
its  pantyliner  range. 

It  is  claimed  that  the  advert  breaks 
new  ground  in  the  sanpro  sector 
since  it  focuses  directly  on  the 
pantyliner.  Using  cartoon  characters, 
the  message  is  that  the  product  is  so 
slim  that  you  hardly  notice  it. 


The  campaign  runs  until  June 
along  with  a  press  campaign  in  key 
women's  and  youth  titles,  as  well  as 
washroom'  advertising  nationwide. 

The  £10  million  Bodyform  spend 
is  up  42  per  cent  on  last  year. 
Distributor:  SCA  Hygiene 
Products  Ltd. 
Tel:  01582  677400. 


Duracell  joins  Fuji  in 
summer  promotion 

Duracell  Ultra  batteries  and  Fujifdm  are  joining 
forces  for  a  summer  promotion  aimed  at  35mm 
camera  users. 

Anyone  picking  up  either  a  Duracell  AA  eight 
pack,  or  two  Ultra  AA  4  packs  or  an  Ultra  lithium 
123  battery  from  a  promotional  display  unit  will 
get  a  free  24  exposure  Fujicolor  Superia  MuM. 

The  promotion  will  be  in-store  from  the  end  of 
May  and  will  run  until  July.  To  coincide  w  ith  the 
promotion  Duracell  and  Fuji  are  running  a  road- 
show in  major  shopping  centres  across  the  UK 
advising  shoppers  how  to  take  better  pictures. 
Duracell  UK  Ltd. 
Tel:  020  8560  1234. 


ON  TV  NEXT  WEEK 


Clearblue  Home  Pregnancy  Test:  G,  a,  w  

Fybogel:  G,  Y  

Gillette  Mach3  razor:  All  areas  

Oxy:  All  areas  except  U,  CTV,  GMTV  

PanadQl:  All  areas  except  U,  CTV,  GMTV  

Radox  Showerfresh:  gmtv,  itv,  C5,  Sat  

Sensodyne  toothpaste:  c,  stv  

A  Anglia,  B  Border,  C  Central,  C4  Channel  4,  C5  Channel  5,  CAR  Carlton, 
CTV  Channel  Islands,  G  Granada,  GMTV  Breakfast  Television,  GTV  Grampian, 
HTV  Wales  &  West,  LWT  London  Weekend,  M  Meridian,  Sat  Satellite.  STV 
Scotland  (central),  TT  Tyne  Tees,  U  Ulster,  W  Westcountry,  Y  Yorkshire 


Livostin™  Direct  Nasal  Spray  aj 
Eye  Drops  Product  Informal 
Presentations:  White  sterile  mic 
suspensions  as  eye  drops  or  na 
spray  containing  levocabasti 
hydrochloride  equivalent 
o.5mg/ml  levocabastine.  Us! 
Selective  antihistamine  prodl 
indicated  for  the  symptoma] 
treatment  of  seasonal  allerj 
rhinitis  and  conjunctivitis.  Dosa 
and  adminis-tration:  Adults  a 
children  12  years  and  over.  I 
drops:  1  drop  per  eye,  twice  a  cj 
may  be  increased  to  1  drop  per  eyl 
to  4  times  daily.  Nasal  sprayl 
sprays  in  each  nostril  twice  a  0] 
may  be  increased  to  2  sprays  I 
nostril  3  to  4  times  daily.  Treatm 
should  not  be  continued  for  m 
than  4  weeks  in  any  one  hayf 
season.  Contra-indications:  Hy 
sensitivity  to  any  of  the  ingredie 
Patients  with  significant  r 
impairment.  Precautions:  Oral  ; 
histamines  should  not  be  user, 
addition  to  the  eye  drops  and 
nasal  spray  without  the  advice 
doctor  or  pharmacist.  Do  not  v 
soft  contact  lenses  during  treat 
with  the  eye  drops.  Do  not  exc 
the  stated  dose.  For  external 
only.  Eye  drops  storage:  store  be 
25°c,  use  within  one  month 
opening,  shake  well  before 
Nasal  spray  storage:  store  be 
30°c,  shake  well  before  use.  Us 
pregnancy  and  lactation:  Should 
be  used  during  pregnancy.  May 
used  during  lactation.  Driving 
use  of  machinery:  Sedation  ra 
reported  during  concomitant  us 
the  eye  drops  and  nasal  sp 
Excess  alcohol  should  be  avoi< 
Side  Effects:  Local  irritation, 
drops:  blurring  of  vision, 
oedema,  urticaria,  dyspnoea 
headache.  Nasal  spray:  heada 
fatigue  and  somnolence.  In  | 
marketing  experience,  alle 
reactions  have  been  reported  for)) 
nasal  spray.  Overdose:  Until 
following  topical  use.  In  accide) 
oral  ingestion,  supportive  measl 
should  be  taken.  Legal  Category 
Product  Licence  No:  PLo242/<P 
(eye  drops)  PL0242/0152  (n 
spray).  Package  quantities/pr1, 
Eye  drops:  3ml  bottle  £5.75.  Nl 
spray:  5ml  bottle  £5.75.  Dati 
preparation:  March  2000.  I 
prescribing  information  is  avail* 
from  licence  holder:  |anssen-( 
Ltd,  P.O.Box  79,  Saunderton,  II 
Wycombe,  Buckinghamshire,  F 
4HI.  Distributed  by:  |&J. 
Consumer  Pharmaceuticals,  Er 
prise  House,  Station  R 
Loudwater,  High  Wycombe,  Bu 
HP10  9UF.  References:  1.  Pa 
Carlos  AG.  et  al.  Int  J  Clin  Pharm 
1988;  VIII  (1):  25-30.  2.  Stokes 
Feinberg  G.  Clin  Exp  Allergy  1 
23:  791-4.  3.  Tomiyama  S,  Ohnisl 
Okuda  M.  Am  J  Rhinology  1993; 
85-88.  4.  Frostad  AB,  Olsen  AK 
Exp  Allergy  1993;  23:406-409. 
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Irritating 
i ay  fever  Eyes  ? 


You  can  *t 


ecommen 


a/rect , 

^  sre</rops  , 


'evocabastine 


for  relief  of 
&  r»nny  eyes. 


On  days  when  antihistamine 
tablets  simply  aren't  enough, 
there's  no  faster  relief  from 
hayfever  eyes  than  Livostin™ 
Direct  Eye  Drops.  A  single  drop 
of  the  topical  OTC  preparation 
works  on  contact  and  provides 
measurable  relief  from  symptoms 
in  minutes.12 

Not  only  is  Livostin™  Direct  fast, 
but  one  dose  lasts  for  up  to  12 
hours,3'  making  it  an  excellent 


alternative  to  oral  antihistamines 
and  other  topical  treatments. 
In  addition  to  the  eye  drops  a 
nasal  spray  is  also  available  to 
provide  effective  relief  from 
nasal  symptoms,  and  can  also  be 
used  as  an  immediate  response 
to  symptoms. 

You  simply  cannot  recommend 
a  faster  hayfever  solution  than 
Livostin™  Direct.  Works  in 
minutes,  lasts  for  hours. 


ycombe,  Buckinghamshire  HP10 
tindirect.co.uk 


Consumers  are  more  confident  than  ever  about  using 
sophisticated  haircare  products.  So,  why  is  it  that  the 
value  of  the  haircare  market  has  seen  a  real  decline? 
Sarah  Thackray  investigates 


The  total  hairi  arc  market 
is  not  showing  any 
growth  at  all  and  it  has 
seen  a  real  decline  in 
value  terms.Why?  It's 
certainly  not  due  to  a 
lack  of  interest  in  hair  -  sales  of  hair 
magazines  are  booming  and  TV 
programmes  about  haircare  are  more 
popular  than  ever. 

So,  whatever  is  going  on?  A  trip 
down  the  health  and  beauty  aisles  of 
Asda  orTesco  can  help  provide  the 
answer. 

A  year  ago,  Pantene  Pro  V 
Normal/Regular  (200ml)  was  selling 
at  the  average  base  unit  price  of  £2. 14 
in  Asda  and  £2. 1 5  in  Tesco.This  year, 
these  prices  have  plummeted  to 
£1.80  in  Asda  and  £1.90  inTesco.In 
contrast,  the  average  price  of  the 
same  Pantene  product  was  £2. 19  in 
independent  chemists  a  year  ago  and 
this  has  now  increased  to  £2.24 
(Information  Resources  12  w/e  27 
February,  2000) 

Everyday  low  pricing 

A  spokesperson  for  Elida  Faberge 
sums  it  up:  "The  haircare  market  is 
being  affected  by  the  move  to  an 
everyday  low  pricing  strategy  by  two 
of  the  major  grocery  chains  and  the 
ensuing  reaction  by  some  other 
retailers." 

Martin  Wood,  account  director  for 
Information  Resources,  expIains:"The 
value  of  the  haircare  market  has 
declined  because  there  has  been  a 
shift  away  from  heavy  promotions 
into  everyday  low  pricing 

"The  everyday  low  pricing 
activities  of  Asda  andTesco,in 
particular,  have  made  a  major  impact 
on  sales  of  shampoos  and 
conditioners.These  two  retailers  have 
cut  back  on  the  buy  one,  get  one  free' 
type  of  promotions  and  channelled 
these  promotional  budgets  into 
cutting  prices  across  the  board. 

Initially,  the  main  focus  of 
everyday  low  pricing  was  on  staple- 
grocery  products,  but  Asda  andTesco 
have  now  seen  this  as  an  opportunity 
to  expand  into  the  more  discretionary 
high  value  markets  like  haircare 

"Prices  in  the  grocery  multiples 
are  coming  down  on  the  staple 
products  rather  than  on  the 
specialist  products.  Shampoos  and 
conditioners  are  considered  to  be 
staple  health  and  beauty  products 
and  these  categories  have  seen  a  big 
drop  in  prices." 

One  haircare  sector  that  has  seen 
dynamic  value  growth  over  the  past 
year  is  colorants.  Driven  by  increased 


i 


penetration  and  the  launch  of  several 
new  products,  this  market  has  grown 
at  1 1  per  cent  year  on  year 
(Information  Resources). 

Traditionally,  hair  colorant 
distribution  has  been  concentrated 
within  the  chemist  area  and  Boots 
remains  the  leading  retailer  of  hair 
colorants,  stocking  the  widest  number 
of  brands  and  shades  of  any  other 
outlet 

Nevertheless,  grocers  have  now 
recognised  the  potential  and  high 
profit  margins  of  hair  colorants  and 
have  been  expanding  their  range  of 
brands  and  shades 

Category  management  has  enabled 
the  grocers  to  manage  the  sector 
effectively  and  their  share  of  the 
market  increased  from  IS  per  cent  in 
1997  to  28  per  cent  in  1999. 

However,  Mr  Wood  at  Information 
Resources  points  out:  "Hair  colouring 
is  a  confusing  market  for  the 
consumer  and  one  where  the  first 
time  buyer,  in  particular,  is  very 


reluctant  to  pick  a  product  off  the 
shelf  without  getting  any  advice." 

Trust  in  pharmacy 

"People  put  their  faith  and  trust  in  the 
pharmacy's  advice  and  are  not  going 
to  take  a  risk  with  a  product  like  a 
hair  colorant  so  the  pharmacy  is  in  a 
good  position  to  exploit  the  values  of 
colorant  brands."  says  Mr  Wood. 

If  a  product  is  highly  technical,  it 
sits  more  comfortably  within  the 
pharmacy  because  there  is  someone 
there  for  the  customers  to  ask  for 
advice." 

Mintel  research  shows  that  the 
largest  colorant  sector  is  permanent 
colour,  which  extended  its  lead  from 
52  per  cent  in  1997  to  59  per  cent  of 
the  total  category  in  1999.  Recent 
growth  has  come  from  new  brand 
activity  which  targets  a  younger,  more 
fashion  conscious  consumer  than  in 
the  past. 

The  tone-on-tone  colorant  sector  is 
the  second  largest  with  a  20  per  cent 
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value  share,  which  has  overtaken 
semi-permanent  colour  as  a  more  up- 
to-date  way  of  colouring  hair  without 
the  commitment  of  a  permanent 
colorant. 

Temporary  colorants  have  also 
enjoyed  success,  with  the  launch  of 
new  formats  such  as  coloured 
mousses,  gels  and  waxes  which  are 
favoured  by  younger  consumers 
looking  for  a  short-lived  fashionable 
effect. 

According  to  Mintel  research, 
women  still  have  worries  that  could 
prevent  them  from  trying  new  hair 
colour  products.  Women's  greatest 
concern  is  that  they  are  unsure  how 
the  colour  will  come  out  on  their  hair 
-  this  was  cited  by  some  22  per  cent 
of  respondents. 

Wella's  Viva  Lasting  Colour,  which 
was  launched  last  autumn,  is  the  first 
brand  that  helps  to  allay  colour  fears 
by  offering  the  possibility  of 
removing  colour  from  the  hair  if  the 
consumer  is  unhappy  with  the  result. 
The  brand  features  a  two  part  on/off 
system  -  the  first  is  a  colour,  the 
second  a  remover. The  active 
ingredient  in  the  remover  is  vitamin  C  = 
which  works  as  a  natural  col< >ur 
reducer. 

Wella  research  shows  that  two  out 
of  every  three  women  in  the  UK  do 
not  colour  their  hair  -  largely  because 
of  the  fear  of  getting  it  wrong  and 
confusion  at  PoS.This  research 
highlights  the  fear  factor'  (colour 
result,  application,  commitment, 
condition,  confusion  over  choice)  as 
the  biggest  barrier  to  colouring. 

Some  women  can  be  discouraged 
from  using  a  permanent  colorant 
because  of  a  reluctance  to  use  a 
permanent  product  too  frequently  in 
order  to  maintain  the  colour. With 
these  customers  in  mind. 
Schwarzkopf  &  Henkel  has  come  up 
with  its  new  Live  hair  colour  range 
that  incorporates  matching 
permanent  and  semi-permanent 
products. 

A  customer  who  has  previously 
applied  a  permanent  Live  Color  shade 
can  use  the  matching  semi  permanent 
toner  to  freshen  up  the  permanent 
colour  if  it  starts  to  fade.  Live  Color  is 
used  to  cover  the  regrowth  and  semi- 
permanent Live  Toner  can  be  used 
over  the  top  of  the  permanent  colour 
still  on  the  hair. 

The  growth  of  colorants  is  affecting 
the  overall  haircare  market  as  new 
products  for  colour-treated  hair  are 
emerging  in  the  styling  and  washing 
sectors.  Both  Pantene  and  Elvive  were 
extended  with  products  specifically 
to  care  for  the  needs  of  colour  treated 
hair  last  year  and  Elida  Faberge  has 
recently  developed  a  novel  mousse 
shampoo  in  its  Organics  range  to 
protect  coloured  hair. 

Organics  Color  Activ  Mousse 
Shampoo  is  a  creamy  foam  designed 
to  be  gentler  on  the  hair  than  liquid 


shampoos.  It  comes  in  two  variants  - 
for  normal  hair  and  for  dry/damaged 
hair  -  and  is  complemented  by 
Revitalising  Conditioner. The  range  is 
claimed  to  retain  most  of  the  intensity 
of  hair  colour  even  after  20  washes. 

Bursting  the  bubble 

The  value  of  the  shampoo  market  fell 
by  1.2  percent  in  1998/99. Beauty 
shampoos  still  dominate  the  shampoo 
market  with  a  79  per  cent  share, 
although  the  medicated  sector  shows 
good  volume  and  value  growth. 

The  top  three  beauty  brands  are 
Pantene,  Elvive  and  Organics,  with 
Head  &  Shoulders  leading  the 
medicated  sector  (Elida  Faberge 
Personal  Care  Fact  File  2000) 

According  to  Euromonitor 
International,  2-in-l  shampoo  and 
conditioners  have  lost  some 
consumer  appeal  and  there  is  a  move 
back  to  separate  shampoos  and 
conditioners  with  the  focus  on 
segmentation  of  products  according 
to  hair  types. 

In  February,  Elida  Faberge  launched 
Organics  Vital  -  a  shampoo  and 
conditioner  range  designed  to  address 
the  needs  of  women  in  the  40  plus 
age  group. 

Organics  Vital  is  claimed  to  reduce 
the  effects  of  ageing  hair  by  up  to  40 
per  cent. The  products  contain 
vitamin  E  and  are  formulated  to 
nourish  hair  deeply  with  essential 
amino  acids,  which  are  lost  from  hair 
over  time 

The  range  includes  a  rejuvenating 
shampoo  for  normal/fine  hair,  a 
rejuvenating  shampoo  for  dry/treated 
hair  and  a  rejuvenating  conditioner. 


Jo  Wright,  Elida  Faberge s  hair 
category  trade  manager,  comments: 
Older  women  still  find  that  they  are 
scld<  >m  represented  by  the  beauty 
industry  and  this  is  reflected  in  the 
lack  of  beauty  products  designed  to 
meet  their  changing  needs.  Consumer 
tests  have  demonstrated  that  women 
notice  the  quality  and  vitality  of  their 
hair  changing  as  they  grow  older." 

The  value  of  conditioners  fell  by 
1.9  per  cent  in  1998/99. However, 
Elida  Faberge  believes  there  is  still 
huge  potential  in  the  UK  conditioner 
market  where  usage  penetration 
levels  are  just  over  half  those  of  the 
LIS.  Regular  rinse-out  conditioners 
remain  the  largest  sector  of  the 
market,  accounting  for  approximately 
73  per  cent,  but  sales  of  intensive 
conditioners  show  a  decline. 

A  combination  of  fashion  trends 
and  lack  of  new  product  development 
has  resulted  in  a  sharp  decline  in  the 
home  perm  sector  which  was 
estimated  to  be  worthies  million  in 
1999,  having  dropped  from  £1 3 
million  in  1994.  Home  perms  are 
perceived  as  being  old  fashioned 
messy  and  difficult  to  use  with 
unpredictable  results. 

Mintel  reports  that  none  of  the 
manufacturers  of  home  perms  have 
invested  in  their  brands  in  the  past 
few  years  and  it  seems  likely  that 
some  existing  brands  may  be  pulled 
from  the  market  unless  any  company 
is  prepared  to  invest  in  new  "product 
development. 

Home  perms  have  continued  tOL 
suffer  from  lack  of  investment  in 
technology  and  the  trend  for 
hairsty  les  that  are  easy  to  maintain. 


Purchases  have  been  reduced  to 
mainly  middle-aged  women  with  low 
disposable  incomes. 

Putting  on  style 

In  contrast,  the  styling  market  showed 
strong  value  growth  (up  4.6  per  cent ) 
last  year  as  innovation  led  the 
premium  priced  brands. 

Wella  Shockwaves  is  the  number 
one  styling  brand  with  a  1 5.3  per  cent 
share,  while  Alberto  V<  )5  ( 1 3-6  per 
cent)  and  LOreal's  Studio  Line  (10.4 
per  cent )  complete  the  top  three  line- 
up (Elida  Faberge  Personal  Care  Fact 
File  2000) 

Styling  is  a  fragmented  market  in 
terms  of  product  format,  with 
mousses  still  dominating  the  category 
(36  per  cent).  However,  the  onl\ 
formats  showing  growth  in  1999 
were  the  creams,  gels  and  waxes, 
which  saw  more  usage  by  both  men 
and  women. 

Trends  in  styling  products  and 
hairsprays  are  closely  linked  with 
fashion.  In  the  past  two  years,  a  trend 
towards  unstructured  layered  styles 
has  helped  to  boost  sales  of  styling 
products  which  style  and  hold  the 
hair,  but  leave  it  looking  and  feeling 
soft. As  natural  styles  have  become 
more  fashionable,  demand  for 
products  reducing  hair  frizziness' and 
enhancing  health  and  shine  have 
increased. 

Consumers  no  longer  want  a  fixed' 
look  requiring  hairspray,  and  the  value 
of  the  hairspray  market  tumbled  by 
8.8  per  cent  in  1998/99.  Wella  has 
extended  its  lead  as  the  number  one 
manufacturer,  with  strong  growth  in 
both  its  Silvikrin  and  Shockwaves 
brands.  In  fact,  Silvikrin  has  overtaken 
Elnett  as  the  number  one  brand  with 
a  lSo  percent  share, driven  by 
promotional  activity  and  the  launch 
of  the  Flexible  hairspray  range  (Elida 
Faberge  Personal  Care  Fact  File  2000). 

Following  EM  VPs  purchase  of 
Harmony  from  Elida  Faberge  at  the 
end  of  1998,  the  range  was 
relaunched  at  the  start  of  this  year 
The  new  Harmony  range  has  been 
developed  to  make  it  more  appealing 
to  today's  consumers,  with  products 
like  Root  Lift  Spray,  Sleek  and  Smooth 
Gel  Serum  and  Finish  and  Shine 
CremeWax  in  addition  to  four 
hairsprays  and  three  mousses. 

New  niche  styling  products  like 
wax  and  serums  are  growing  at  a 
rapid  rate  as  consumers  want  to 
create  more  natural,  textured  looks  or 
sleek,  smooth  styles. 

Andrew  Clark  at  Kasmare,  which 
markets  the  Nicky  Clarke  range,  says: 
"Today's  consumers  are  more 
confident  about  using  products  like 
finishing  cream  which  requires  a 
certain  amount  of  knowledge  to  use  it 
in  the  right  way." 

Designer  haircare  is  a  growing 

Continued  on  P2  /-» 
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As  brand  leader  in  the  laxative 
market,  Senokot  is 
continually  working  to 
develop  the  category  and  give 
consumers  a  treatment  that  truly 
suits  their  needs. 

Senokot  also  demonstrates  an 
ongoing  commitment  to  pharmacy 
and,  through  extensive  research, 
recently  identified  a  new  group  of 
customers  who  would  benefit  from 
your  help  and  advice  in  managing 
their  constipation. 

This  consumer  group  (which 
will  be  referred  to  as  'Diet 
Modifiers')  presents  a  tremendous 
new  opportunity  for  pharmacy. 


A  New  Opportunity  for 
Pharmacy 

Just  over  half  of  the  estimated  6.6 
million  people  who  suffer  from 
constipation  twice  a  year  or  more 
do  not  currently  use  laxatives. 
Instead,  many  of  them  rely  on 
modifying  their  diet,  which  is  often 


Increasing  fibre  and fruit  intake  is 

unpredictable  and  slow  to  work, 
while  the  consumer  continues  to 
suffer  from  painful  symptoms.  This 
consequently  leads  to  a  lot  of 
dissatisfaction. 

What  is  a  Diet  Modifier? 
Diet  Modifiers  try  to  manage  their 
constipation  by  changing  their  diet 
in  various  ways.  Some  cut  down 
solid  intake  dramatically  to  reduce 
the  amount  of  food  in  their  system; 
others  increase  their  fibre,  fruit  or 
vegetable  intake  in  an  attempt  to 
resume  normal  bowel  activity. 
Some  modify  their  liquid  intake  by 
drinking  more  water,  fruit  juice, 
peppermint  tea  or  soup. 

Recent  research  shows  that  many 
of  these  people  are  unhappy  with 


a  popular  choice  of  diet  modification 

this  method  of  'treatment',  because 
it  is  potentially  slow  and 
unpredictable.  Senokot  is 
committed  to  meeting  these 
consumers'  unmet  needs  and  will 
be  implementing  a  highly  targeted 
promotional  campaign  designed  to 
communicate  the  benefits  of 
laxative  treatment  to  Diet  Modifiers. 

A  natural  solution 

Diet  Modifiers  want  a  natural 
solution  to  their  problem. 
Constipation  is  still  seen  as  an 
embarrassing  subject,  and  in  the 
past,  laxatives  have  been  the 
subject  of  some  negative  publicity. 

Unfortunately,  people's  opinions 
are  affected  by  such  publicity  and, 
from  the  research,  it  has  become 


apparent  that  Diet  Modifiers  fit  into 
this  category.  As  a  result,  Diet 
Modifiers  tend  to  believe  that 
laxatives  have  an  unnatural  action 
and  worn  that  their  effect  will  be 
uncontrollable  and  they  will  be 
'caught  out'. 

So  what  is  the  ideal 
remedy? 

Extensive  research  has  show  n  that 
the  Diet  Modifiers'  ideal  remedy 
would  be  one  that: 

•  Contains  natural  ingredients 

•  Is  predictable  and  quicker  than 
diet,  but  not  immediate 

•  Is  easy  to  take 
Containing  standardised  natural 

senna,  Senokot  is  gende  on  the 
bowel  and  offers  an  ideal  solution 
for  people  currently  treating  their 
constipation  through  diet 
modification.  Two  Senokot  tablets 
taken  at  night  will  provide  effective, 
predictable  relief  (usually  in  8  to 
12  hours)  from  occasional 
constipation  the  following  morning 

So,  you  can  be  confident  that  a 
recommendation  for  Senokot  as  thi 
treatment  for  Diet  Modifiers 
suffering  from  occasional 
constipation  will  meet  your 
customers  needs  100  per  cent. 
Next  week:  A  case  study  of  a  Diet 
Modifier 


Contains  natural  Sennc 
Senokot  and  the  sword  and 
circle  symbol  are  trademarks. 


Senokot  Essential  Information  Active  Ingredients:  Each  Tablet  contains  standardised  senna  equivalent  to  ~.5mg  total  sennosides.  Each  5ml  spoonful  of  Syrup  contains  standardised  senna  extract  equivalent  to 
7.5mg  total  sennosides  and  3.3g  of  sugar  Each  5ml  (2.73g)  spoonful  of  chocolate  Granules  contains  standardised  senna  equivalent  to  1  5mg  total  sennosides  and  1 ,64g  of  sugar.  Indications:  Relief  of  occasional  or 
non-persistent  i  onstipation  Dosage  In  Unit  linns,  idults  and  children  ovei  12  two  Tablets  in  24  hours  or  two  5ml  spoonfuls  ol  Syrup  oi  a  level  sml  sp<»>ntiil  "I  Granule  taken  at  night  (  htldreti  (>  I  _  One  sml 
spoonful  of  Syrup  taken  in  the  morning.  Tablets  and  Granules  to  he  taken  only  on  a  doctor's  advice.  Children  under  6:  Syrup  to  be  taken  only  on  a  doctor's  advice.  Tablets  and  Granules  not  recommended. 
Contraindications:  In  common  with  other  laxatives  Senokot  should  not  he  given  when  undiagnosed  acute  or  persistent  abdominal  pain  is  present.  Precautions  and  Warnings:  If  there  is  no  bowel  movement  after 
three  days  consult  a  doctor.  If  laxatives  are  needed  every  day  or  abdominal  pain  persists  consult  a  doctor.  Do  not  take  Senokot  Syrup  or  Granules  if  you  are  a  diabetic.  Side  Effects:  Temporary  mild  griping  may  occur 
during  change  in  dosage  Retail  Sale  Price:  Tablets:  6  Tablets  -  £1.29,  20  Tablets  -  £1.89,  60  Tablets  -  £4.34,  100  Tablets -£5.19.  Syrup:  100ml -£3-05.  Granules:  100g-£4.49  Marketing  Authorisations: 
Senokot  Tablets  -  0063/5000R,  Senokot  Syrup  -  0063/  5003R  and  Senokot  Granules  -  0063/5002R.  Supply  Classification:  Through  registered  pharmacies  except  6's  tablet  pack  (GSL)  Holder  of  Marketing 
Authorisations:  Reckitt  &  Colman  Products  Limited,  Dansom  Lane,  Hull,  HU8  7DS.  Date  of  Preparation:  April  2000. 
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Turning  heads  this  summer 
Summer  2000  will  see  a  return  to 
soft,  natural  looking  hair  that  does- 
n't make  women  look  like  they  have 
just  stepped  out  of  a  salon, 
according  to  TV  celebrity  hairdresser 
Trevor  Sorbie. 

He  says:  "There  will  be  a  comeback 
of  curl  texture,  but  in  the  form  of 
rough,  unruly  curls  as  opposed  to 
big,  groomed,  structured  curls.  The 
hair  should  be  kept  fluffy  with  slight 
waves  rather  than  appearing  too 
styled. 

"Short  hair  will  be  heavier  with  more 
of  a  shaggy  look  than  structured 
lines.  To  achieve  this  look,  you 
should  be  striving  for  soft,  textured 
hair  that  is  unkempt  and  slightly 
messy  looking." 

Trevor's  styling  tips  for  summer? 
"Don't  be  tempted  to  create  too 
much  volume.  The  roots  are  best 
kept  flat  to  the  head,  with  a  little 
body  around  the  edges."  He  recom- 
mends using  a  finishing  wax  to  help 
create  texture  in  the  hair. 


The  medicated  shampoo 
sector  shows  good  volume 
and  value  growth.  Wella  has 
rejuvenated  the  Vosene 
medicated  shampoo  brand 
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A  recent  survey  by  J&J.MSD 
shows  dandruff  has  a  deep 
impact  on  sufferers'  lives. 
Nearly  half  of  all  sufferers 
felt  that  dandruff  had 
affected  their  life.  Nizoral 
Dandruff  Shampoo  is 
formulated  for  severe  cases 
of  dandruff  and  seborrhoeic 
dermatitis 


sector  in  pharmacies  and  Andrew 
Clark  believes  the  pharmacy  is  a 
perfect  arena  for  these  problem- 
solving,  specialised  products. 

He  says:"People  are  more  likely  to 
go  to  a  pharmacy  it  there  is  a  specific 
problem  they  want  to  address  The 
trust  factor  is  key  to  pharmacy  and 
price  is  less  of  an  issue."  It  is  worth 
noting  that  certain  multiple  grocers, 
including  Sainsbury.  also  see  designer 
haircare  as  having  potential 

Nicky  Clarke  is  well  known  to 
daytime  TV  viewers  because  he 
appears  twice  weekly  on  This 
Morning'  focusing  on  problem  solving 
haircare. The  Nicky  Clarke  products 
particularly  appeal  to  female 
purchasers  of  25  upwards  who  buy 
cheaper  shampoo  for  the  rest  of  the 
family  and  a  more  expensive  one  for 
themselves. The  products  range  from 
£3-85  for  Serum  to  £6.25  for  Perfect 
Finish. 

Euromonitor  International  reports 
that  consumers  trade  up  to  the 
growing  range  of  products  endorsed 
by  professional  hairdressers  because 
of  their  perceived  higher  quality  and 
association  with  a  hair  expert. 
Euromonitor  forecasts  that  the 
haircare  market  will  increase  by  26.3 
per  cent  over  the  1999-2004  period, 
underpinned  by  consumers  trading 
up  to  products  formulated  for  specific 
haircare  requirements  and  increased 
consumer  segmentation. 

Nicky  Clarke, Trevor  Sorbie, Andrew 
Collinge  and  Charles  Worthington 
brands  have  all  contributed  to  value 
growth  in  the  haircare  market  by 
offering  a  wider  range  of  products 
designed  to  suit  an  individual's  hair 
type. This  has  resulted  in  many 
consumers  trading  up  from  lower- 
priced  mass  products. 

Carol  Stephens,  sales  and  marketing 
manager  for  Trevor  Sorbie  (Brand 
Managers),  believes  that  the 
haircare  market  is  polarising  between 
mass  market  brands  and 
designer  haircare.  She  explains: 
"Designer  haircare  brands  are  an 
emotive  purchase,  whereas  everyday 
low  pricing  takes  that  special 
element  out  of  looking  after  yourself 
away." 

Ms  Stephens  points  out  that  today's 
youngsters  buy  into  designer  clothes 
and,  in  the  same  way,  want  to  trade- 
up  to  designer  haircare.  She  says: 
"Everyday  low  pricing  has  helped 
strengthen  designer  haircare  brands 
by  devaluing  mass  brands.  Designer 
haircare  is  a  growth  area  tor 
independent  pharmacies  which  are 
now  being  affected  by  everyday  low 
pricing. 

Ms  Stephens  advises  pharmacies  to 
merchandise  designer  haircare  by 
brand  rather  than  by  dividing  it  into 
shampoos,  conditioners  etc. 

She  says  this  is  a  high  value  added 
opportunity  that  a  lot  of  independent 
pharmacies  are  not  taking  up  at  the 
moment. 


Hair  today, 
gone  tomorrow? 

Pharmacy  haircare  sales  are  being  hit 
hard  by  the  grocery  multiples' 
increasingly  aggressive  marketing 
activity.  Karen  Town,  account  manager 
for  market  analyst  Superpanel  Taylor 
Nelson  Sofres,  reports  on  the  latest 
haircare  sales  trends 


Despite  a  plethora  of 
new  product  launches 
and  product  revamps, 
sales  of  haircare 
products  in  the  UK 
have  shown  overall 
zero  growth  in  sterling  terms  at  total 
category  level. 

The  colorants  sector  is  the  fastest 
growing  haircare  category  - 
outperforming  the  total  haircare 
market  by  around  10  per  cent. 

This  growth  has  been  fuelled  by 
the  activity  of  the  key  colorant 
manufacturers  -  Bristol  Myers, 
L'Oreal, Wella  and  Schwarzkopf 
Women's  hairspray  has  seen  a 
decline  in  sales.  Some  of  this  can  be 


attributed  to  purchasing  patterns 
shifting  towards  newer  styling  aids 
and  also  to  the  trend  towards  less 
formal  hairstyles. 

Pharmacy  picture 

Sector  trends  in  chemists  show  a 
different  picture  with  the  overall 
sector  declining  at  around  20  per  cent 
year  on  year. 

Sales  of  haircare  products  are 
moving  away  from  the  traditional 
independent  pharmacy  sector  into 
Boots,  Superdrug  and  major  multiples 

So,  why  is  the  independent 
pharmacy  under-performing  in  this 

Continued  on  P22  ■* 


Haircare  sector  trends-Total  GB  market 

(value  in  sterling  52  w/e  06  Feb  2000) 


Home  perms  0.5% 

(0%  change  year  on  year) 


Women's  hairspray  1 1% 

(- 1  7%  change  year  oj>ye"ar)~  i 

i 

Styling  aids  1 4. 

(+3%  change  yi 

iar  on  year) 

Conditioners  1 8 

k%  / 

Shampoo  36% 

(0%  change  year  on  year) 


(+1  %  change  year  on  year) 


Hair  colorants  20% 

(+K)%-<?nange  year  on  year) 


Haircare  sector  trends-Chemists  (exc.  Boots  &  Lloyds) 

(value  in  sterling  52  w/e  06  Feb  2000) 


Women's  hairspray  1 1 

(-28%  change  year 

Styling  aids  10% 

(-24%  change  ye' 

Conditioners  1 

(-20%  change 


Home  perms  3% 

(-8%  change  year  on  year) 


Shampoo  24 

(-1  7%  change\year  on  year) 


Hair  colorants  41  % 

(-19%  change/year  on  year) 
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area  compared  to  other  retailers' 

The  answers  can  be  found  by 
looking  at  the  top  five  brands  for  the 
largest  three  sectors  (shampoos, 
conditioners  and  hair  colorants)  sold 
through  each  channel  respectively. 

The  two  top  selling  brands  in  the 
chemist  sector  are  more  specialist 
anti-dandruff  treatment  shampoos, 
whereas  in  the  total  market,  numbers 
one  and  two  are  the  power  brands  of 
L'Oreal  and  Procter  &  Gamble,  which 
have  mass  market  appeal. 

Could  this  be  indicative  of  the 
major  manufacturers  supporting  the 
major  multiple  outlets  at  the  expense 
of  the  independents? 

A  similar  trend  emerges  in  the 
conditioner  sector. The  presence  of 
(iliss  Corimist  at  number  four  in 
chemists  could  be  indicative  of  the 
older  shopper  presence,  as  could  the 
number  two  positions  for  other 
brands. 

Again,  the  total  market  sees  the 
power  brands  in  the  top  two  slots  and 
one  of  the  increasingly  popular 
designer  brands  at  number  five. 

Dyeing  sales 

The  third  largest  sector  in  the  haircare 
market  is  hair  colorants.  In  this  sector, 


V 


top  five  for  the  market. The  sector  is 
the  largest  for  the  independent 
pharmacy  with  around  41  per  cent  of 
all  expenditure  on  haircare  being 
spent  on  hair  colorants. 
The  total  market  is  showing  10  per 


the  top  five  for  the  chemist  map  the       cent  growth  in  colorants  whereas 


The  very  best  for  hair 


Mason  Pearson's  famous  handcrafvted  cushion  technique 
conditions  as  it  brushes  to  promote  shining  healthy  hair 

The  Great  Original. 

Invented  in  1883. 


For  a  free  illustrated  brochure  of  the  Mason  Pearson  range 
for  retailer  and  consumer.  Write,  telephone  or  fax: 

Mason  Pearson  Bros  Ltd. 
37  Old  Bond  Street  London  WIX  4HL. 
Tel:  020  7491  2613  Fax:  020  7499  6235 


chemists  are  showing  a  decline  of  19 
per  cent  year  on  year. 

This  could  be  due  to  increased 
aggression  from  the  grocers  in 
marketing  these  products  and  stealing 
sales  from  the  pharmacy  along  with 

Top  five  shampoos 


pharmacies  stocking  an  unnecessarily 
wide  and  shallow  range  of  products. 

There  has  also  been  an  explosion 
into  the  market  of  designer  marked 
products  and  this  trend  seems  set  to 
continue  This  can  be  seen  through 
Boots'  ongoing  TV  campaign. 

These  premium  priced  products 
have  not  been  adopted  at  the  same 
level  by  independent  pharmacies  as 
they  have  by  the  rest  of  the  trade. 

As  designer  haircare  marketeers 
bring  out  range  extensions  into 
styling  areas,  it  is  worth  the  independ- 
ent pharmacy  evaluating  the  profit 
potential  by  developing  this  category 
at  the  expense  of  some  traditionally 
held,  slower  moving  smaller  brands. 

Child's  play 

Independent  pharmacies  appear  to  be 
performing  particularly  well  in  the 
newer  sector  of  specialist  children's 
shampoos. 

L  Ureal  s  Kids  and  the  Johnson's 
Kids  range  are  showing  strong  year 
on  year  growth. These  products 
appeal  to  young  mums  which 
chemists  are  continuing  to  target. 

To  turn  around  the  trend  in 
haircare  sales,  pharmacies  need  to 
embrace  the  new  products  coming 
onto  the  marketplace,  fully  support 
their  head  office/wholesaler's 
promotional  programmes  and  not  be 
afraid  to  cut  some  of  the  slower 
moving  lines. 


Total  market 

L'oreal  Elvive 
Pantene 

Head  &  Shoulders 

Organics 

Fructis 


Chemists  (exel  Boots  and  Lhndspharmacv) 

T/Gel 

Nizoral 

Organics 

Head  c\  Shoulders 
Alherto  V05 


(rmiked  on  market  size  in  sterling  52  w/e  February  62000) 


Top  five  colorants 


Total  market 

Nice  'n'  Easy 
Clairol 
Excellence 
Belle  Colour 
Recital 


Chemists  (exel  Boots  and  Lloydspharmacy) 

Nice  'n'  Easy 
Clairol 
Belle  Colour 
Recital 
Excellence 


f  ranked  on  market  size  in  sterling  52  w/e  February  62000) 


Top  five  conditioners 


Total  market 

Pantene 
L'Oreal  Elvive 
Alhc-rtoVOS 
Fructis 
John  Frieda 


Chemists  (exel  Boots  and  Lloydspharmacy) 

Alberto 
Other  brands 
Clairol 

Corimist  Gliss 
Pantene 


(ranked  on  market  size  in  sterling  52  w/e  February  62000) 
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Savlon 
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The  new  Savlon  ActivHeal  range  is  based  on  moist  wound  healing, 
ically  proven  to  promote  faster  healing,  help  prevent  scarring,  and  provide  an  environm 

where  wounds  are  protected  and  can  heal  with  less  pain, 
ustomers  benefits,  usually  associated  with  profession^  first  aid,  in  the  comfort  of  their  ho. 
id,  with  over  £1  million  being  spent  on  consumer  advertising  and  trade  support,  Savlon  ActivHeal 
s  sure  to  actively  help  sales.  Order  now  by  calling  our  Customer  Care  Hotline  on  01403  3. 


Heads  n'  tails 

An  at-a-glance 
guide  to  what's 
new  on  the 
haircare  shelves 
this  spring/summer 

Herbal  Essences  add  colour 
Bristol-Myers  is  launching  a  new 
permanent  hair  colorant  range  under 
its  Clairol  Herbal  Essences  haircare 
brand  in  June. 
Herbal  Essences  Permanent 


Haircolour  is  designed  to  provide 
vibrant,  long-lasting  colour  enhanced 
by  natural  herbs  and  botanicals.The 
range  comprises  2  i  colours  including 
two  high  lift  blonde  shades. The 
blonde  shades  are  enriched  with 
camomile,  the  reds  with  rosehip  and 
the  browns  include  nutmeg. 

The  product  is  formulated  to  leave 
the  hair  smelling  of  the  same  fruity 
fragrance  as  in  the  Herbal  Essences 
shampoos  and  conditioners. The  pack 
includes  a  rich  after-colour 
conditioning  treatment  to  help  leave 
the  hair  soft  and  shiny. 

The  packs  are  flashed  with  a 
vibrant  colour  promise' to  refund  the 
purchase  price  to  customers  if  they 
are  not  satisfied  with  the  resuIts.This 
oiler  will  end  on  October  1. 

Retail  price  is £6.49. 
Bristol-Myers  Co  Ltd. 
Tel:  01895  628000. 

New  combination  for  Fructis 

Laboratoires  Gamier  will  extend  its 
Fructis  haircare  range  with  three  new 
products  in  June. 
9  Fructis  Greasy  Roots.  Dry  Ends 
Fortifying  Shampoo  has  been 
developed  for  combination  hair.  It  is 
formulated  to  leave  the  scalp  feeling 
clean  and  the  roots  deeply  nourished. 
•  Fructis  2  in  1  Anti  Dandruff 
Shampoo  and  Conditioner  is  claimed 
to  eliminate  dandruff  after  seven  days. 
It  is  formulated  to  help  prevent  dand- 
ruff recurring  as  well  as  to  remove 
itchiness  and  irritation.  It  contains  the 
active  ingredient  octopirox.  which 
acts  directly  on  the  scalp. 


•  Fructis  Utra-Dctangling 
Conditioner  for  Long  Hair  is  designed 
to  add  strength  and  shine  to  medium 
to  long  hair  without  over- 
conditioning.  It  includes  detangling 
agents  to  make  sty  ling  easier  without 
leaving  the  hair  feeling  weighed 
down,  which  can  often  result  from 
too  much  conditioning. 

Fructis  products  contain  an  active 
fruit  concentrate,  which  includes 
fructose,  glucose,  fruit  acids  and 
vitamins  B3  and  B6.A11  the  new 
products  will  retail  at  £2. 19  for  200ml. 
Laboratoires  Gamier. 
Tel:  020  8762  4010. 

Going  Live  with  new  concept 
Schwarzkopf  &  Henkel  has  launched 
a  new  hair  colorant  concept  that 
incorporates  matching  permanent 
and  semi-permanent  products. 

The  Live  range  is  targeted  at  young, 
first-time  or  nervous  colour  users,  as 
well  as  the  more  adventurous. 

Live  Color  (rsp  £5. 99)  is  a 
permanent  colorant  range  that 
includes  13  high  fashion  shades  and  a 
pre-lightener.The  pre-lightener  can  be 
used  to  lighten  the  natural  hair  or  give 
a  more  vibrant  colour  by  pre- 
lightening  first  and  then  applying  the 
chosen  Live  Color  shade  on  top. 

Live  Toner  (rsp  £3.99)  is  a  semi- 
permanent colorant  range  comprising 
ten  shades  to  provide  a  vibrant  colour 
result  that  washes  out  in  six  to  eight 
washes. 

A  TV  campaign  will  support  the 
launch  throughout  May, 
complemented  by  a  press  campaign 
in  fashion  and  style  magazines. 
Schwarzkopf  &  Henkel. 
Tel:  01296  314000. 

A  clean  sweep  for  Neutrogena 
Neutrogena  is  launching  a  new  range 
of  shampoos  and  conditioners  into 
UK  pharmacies  this  month. 

The  Neutrogena  Clean  range  is  the 
company's  best-selling  cosmetic 
haircare  brand  in  the  US.The  range 
includes  three  shampoos  -  Balancing 
Shampoo  for  normal  hair, 
Replenishing  Shampoo  for  dry, 
damaged  and  permed  or  colour 
treated  hair  and  Volumising 
Conditioner  for  fine  or  thin  hair. 

Each  shampoo  has  a  matching 
conditioner  for  the  same  hair  type.All 
the  products  retail  at  £2.99  for  300ml. 

The  launch  is  being  supported  this 
month  by  a  TV  and  press  campaign 
that  stars  actress  Jennifer  Love  Hewitt 
as  the  new  'face'  of  Neutrogena. 
Neutrogena  UK  Ltd. 
Tel:  01628  822222. 

P&G  makes  it  clear 
Procter  &  Gamble  is  launching  a  new 
clarifying  shampoo  in  its  Pantene 
haircare  range. 

Pantene  Pro-V  Clarifying  Shampoo 
is  a  clear  formulation  to  lift  away 
excess  natural  oils,  any  styling 
product  residue,  environmental 


pollution  and  chlorine.  It  is  designed 
to  leave  hair  feeling  weightless, 
cleaner  and  shinier. 

P&G  says  the  new  shampoo  has  the 
most  effective  cleansing  formula  of 
the  Pantene  Pro-V  system  and 
contains  pro-vitamin  B5  to  penetrate 
and  nourish  the  hair.  It  is  gentle 
enough  for  everyday  use. 

Presented  in  clear  bottles,  the 
shampoo  retails  at  £1.69  for  200ml, 
£2.49  for  400ml. 
Procter  &  Gamble  UK. 
Tel:  01932  896000. 

L'Oreal  is  dyeing  for  summer 
L'Oreal  is  relaunching  its  Excellence 
Creme  permanent  hair  colorant  and 
adding  four  new  shades  to  the  range 
for  this  spring/summer. 

The  colorant  now  comes  with  a 
double  dose  of  Ceramide-Protein 
Conditioner,  new  professional  gloves 
and  an  improved  colour  results  guide. 

New  to  the  range  are  Natural  Pale 
Blonde,  Natural  Baby  Blonde  and  Dark 
Golden  Brown.  Light  Golden  Brown 
will  be  launched  in  August  (rsp  £6. 99) 
L'Oreal  Group  UK, 
Tel:020  8762  4000. 

Alberto  is  going  straight 
Alberto-Culver  has  introduced  a  new 
styling  gel  to  help  straighten  curly  and 
frizzy  hair 

Alberto  Advanced  V05  Straight  Hair 
(rsp £.3.99,  15()ml;£1.29,30ml)  is 
applied  to  damp  hair  and  is  heat 
activated  -  the  action  of  blow-drying 
facilitates  the  strengthening  effect. 

The  gel  has  a  light,  non-greasy 
formulation  enriched  with  botanical 
extracts  and  silk  protein.  It  is 
formulated  to  leave  the  hair  smooth, 
shiny  and  tangle-free 
Alberto-Culver  Co  UK  Ltd. 
Tel:  01256  705000. 

Nicky  Clarke  adds  designer  style 
Kasmare  is  relaunching  its  Nicky 
Clarke  Hairomatherapy  range  and 
introducing  two  new  products  at  the 
end  of  this  month. 

Tlie  designer  haircare  range  has 
been  repackaged  with  bold  coloured 
bands  to  help  identify  each  category  - 
Repair.Thickening,  Hydrating  and 
Supershine.The  two  new  styling 
products  are  Perfect  Finish  (a  finishing 
cream)  and  Supershine  Styling  Spray. 
Network  Health  &  Beauty. 
Tel:  01252  533333. 

Clairol  beats  stress 
Bristol-Myers  has  added  a  new 
intensive  conditioning  product  to  its 
Clairol  Daily  Defense  range. 

Daily  Defense  Intensive 
Conditioning  Masque  (rsp£3.89, 
200ml)  is  designed  for  women  with 
damaged,  over  stressed  hair. The 
concentrated  product  is  formulated  to 
help  restore  lustre,  shine  and  manage- 
ability to  dry,  damaged  hair.  It  contains 
a  nutrient  complex  to  fortify,  protect 
and  renew  the  hair's  natural  resilience. 


If  used  weekly  as  a  hair  treat,  the 
product  should  be  left  on  the  hair  for 
five  minutes  before  rinsing. 
Bristol . My  ers  Co  Ltd. 
Tel:  01895  628000. 

Smooth  talk  from  Zero  Frizz 
Keylinc  Brands  is  relaunching  its  Zero 
Frizz  corrective  treatment  range  for 
frizzy  ,  damaged  and  unrulv  hair. 


The  formulations  have  been 
improved  to  help  smooth,  defrizz  and 
protect  hair  from  styling  stress  New 
packs  are  lavender  and  white  against 
a  vibrant  blue  background  with  an 
updated  logo. 

This  spring  also  sees  the  launch  of 
two  new  Zero  Frizz  products  -  Hair 
Dew  Sty  ling  Creme.  a  weightless  leave- 
in  conditioner,  and  Extreme  Moistur- 
izing Treatment,  an  intensive  condit- 
ioning treatment  (both  rsp £+.95). 
Kevline  Brands  Ltd. 
Tel:  020  8893  5333. 

More  colour  for  Feria 

L'Oreal  is  adding  six  new  shades  to  its 
Feria  Color  permanent  hair  colour 
range  this  month.The  range  now 
comprises  a  total  of  25  shades. 

The  new  colours  include  four  new 
rich,  natural  brown  shades  -  French 
Roast,  Crystal  Brown,  Brazilian  Brown 
and  Espresso  and  also  two  new  glossy 
blondes:  Cashmere  Blonde  and  Pure 
Diamond  (rsp  around £6.99). 
L'Oreal  Group  UK. 
Tel:  020  8762  4000. 

Have  dryer,  will  travel 
Braun  is  launching  an  ultra-compact 
travel  hair  dryer  this  month.The 
Braun  Cosmo  Travel  (rsp  £1 1.99)  has 
similar  features  to  the  recently 
introduced  Cosmo  1000  which  is 
Braun  s  smallest-ever  dryer. 

The  dual  voltage  travel  dryer 
features  a  folding  handle  to  make  it 
easier  to  pack. 
Braun  UK  Ltd. 
Tel:  020  8560  1234. 

BaByUss  keeps  quiet 
Conair's  new  BaByliss  hair  dryer  is 
designed  to  be  more  than  50  per  cent 
quieter  than  other  high-power  dryers. 

BaByliss  Whisper  Jet  Hairdryer 
features  acoustic  comfort'  technology 
to  reduce  the  noise  level. 

The  1.800W  dryer  has  three 
heat/speed  settings,  a  pre-styling 
comb,  a  concentrator  nozzle  to  focus 
the  airflow  and  a  cool  shot  button.  It 
retails  at  £22. 
BaByliss  (UK)  Ltd, 
Tel:  01276  687500. 
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Some  90  pharmacists 
considered  the 
implications  of  new 
technology  and  how  to 
improve  business  skills 
at  the  Ulster  Chemists' 
Association's  7th 
annual  conference, 
Pharmacy  -  a  hidden 
asset',  held  in  Dublin 


Rather  than  see  IT  as  a  threat,  its 
power  should  be  harnessed  for  the 
benefit  of  patents  and  the  efficiency  of 
pharmacies.  However,  this  does  not 
mean  that  pharmacists  should  support 
uncontrolled  access  and  services  on 
the  internet,  warned  Aidan  O'Shea, 
president  elect  of  the  Pharmaceutical 
Group  of  the  European  Union  (PGEU). 

With  on-line  pharmacies  and 
dot.com  shops  selling  medicines  over 
the  internet,  the  PGEU  is  lobbying  to 
ensure  that  public  health  and  con- 
sume protection  are  paramount.  "We 
are  convinced  that  distance  selling  of 
medicines  to  the  end  consumer  under- 
mines necessary  public  health  safe- 
guards," said  Mr  O'Shea. "Europe  has  a 
strict  system  of  regulation,  licensing 
and  quality  control.  This  system  must 
be  upheld  as  the  community  pharma- 
cist, in  the  face-to-face  encounter  with 
the  patient,  is  the  final  guarantor  of  the 
safe  and  effective  use  of  medicines." 

Internet  purchases  bypass  that  sys- 
tem and  may  be  marketed  fraudulent- 
ly, due  to  "the  powerful  economic 
forces  at  work,  forces  which  prey  on 
the  gullibility  of  those  who  search  for 
miracle  cures"  warned  Mr  O'Shea. 

Economic  motivation  and  the  domi- 


Harnessing  the  power 
of  IT  for  pharmacy 


Aidan  O'Shea,  president 
elect  PGEU:  Use  IT  in 
healthcare  for  everyone's 
benefit 

nance  of  US  firms  in  c-commerce 
means  the  EU  has  to  consider  keeping 
European  e-commerce  regulations  to  a 
minimum.  "That  is  the  complex  sce- 
nario. PGEU  wants  to  demonstrate 
pharmacists'  progressive  attitude  to 
the  internet,  while  retaining  our  pre- 
sent legal  and  contractual  controls 
guaranteeing  transparency  and  trace- 
ability,"  he  said.  "It  will  be  hard  for  the 
internet  to  rival  the  proximity  and 
personal  service  of  community  phar- 
macy." 

Another  EU  aim  is  that  of  a  single 
market  for  pharmaceuticals.  At  pre- 
sent, baseline  industrial  prices  vary 
from  state  to  state,  as  do  margins  of 
pharmaceutical  wholesalers  and  com- 
munity pharmacists. 


"Change  is  like  the  wind  blowing  away  the  cobwebs  of 
complacency,"  said  UCA  president  Fiona  Harte.  She  called 
on  Ulster  pharmacists  to  wake  up  the  Government  and  the 
consumers  to  the  value  of  pharmacists'  services.  "We  must 
be  united  together  and  argue  coUectively  to  present  our 
case.  We  must  learn  to  embrace  change  positively,"  she 
told  delegates.  Pictured  with  Ms  Harte  (second  right)  are 
from  left:  George  Romanes,  Heather  Ann  McSharry,  Tina 
Knight  and  Andrew  Bromley 


However,  technical  and  regulatory 
requirements  are  converging  under 
the  European  Medicines  Evaluation 
Agency's  influence,  which  will  over- 
come the  anomalies  of  different 
national  licensing  systems.  The  single 
currency  also  means  that  tariffs  are 
coming  down  and  price  differentials 
will  no  longer  be  concealed  behind 
currency  exchange  costs. 

Apart  from  uniform  prices,  a  single 
market  would  accelerate  access  for 
patients  to  a  wider  range  of  safe  and 
effective  quality  medicines,"  proposed 
Mr  O'Shea.  Drug  prices  in  the  Euro- 
zone  states  would  be  the  same.  "The 
final  logical  yet  radical  step  towards  a 
single  EU  pharmaceutical  market 
would  be  to  converge  the  health  reim- 
bursement and  social  security  systems 
throughout  the  Union.  That  is  an 
immense  and  politically  sensitive  task. 


Heather  Ann  McSharry, 
Crookes  Healthcare,  Ireland: 
Question  your  own  business 
in  relation  to  the  new  IT 

but  it  would  greatly  streamline  the 
administration  and  evaluation  of 
healthcare  in  the  EU." 

Consider  the  changes 

There  is  a  widespread  change  in  the 
roles  and  relationships  affecting  the 
whole  industry,  said  Andrew  Bromley, 
associate  director,  marketing  services 
and  business  development  DuPont 
Pharma. 

Several  key  areas  are  shaping  change 
and  are  impacting  on  pharmacy  at  pre- 
sent. Within  Europe,  product  approval 
is  starting  to  be  seen  at  a  pan-European 
level  with  the  input  of  the  European 
Medicines  Evaluation  Agency.  This  is 
the  first  step  towards  a  pan-European 
pharmaceutical  market.  Similarly,  pan- 
European  wholesale  groups  are 
becoming  established  which  will  even- 


tually be  working  within  a  single  mar- 
ket, and  a  single  currency. 

In  terms  of  healthcare  provision, 
there  is  a  whole  new  set  of  operating 
concepts:  equitv  of  treatment:  quality 
and  consistency  of  care:  opportunity 
for  a  local  focus  on  health  issues:  part- 
nership building:  openness,  account- 
ability and  primary  care  actively  pro- 
moting health  and  well  being. 

NHS  Direct  has  given  patients  an 
immediate  route  into  healthcare  by 
telephone  and  the  internet. What  will 
further  improve  healthcare  is  the  use 
of  intranets  with  secure  environments 
to  allow  electronic  prescribing  and 
secure  transmission  and  sharing  of 
patient  records. 

Established  roles  and  relationships 
are  changing,"  he  said.  The  choice  is 
whether  to  accept  and  direct  that 
change  or  whether  to  go  with  the  flow, 
diven  pharmacy  s  position  in  the  com- 
munity, you  must  adopt  a  lead  role." 

Servicing  communities 

Pharmacy  has  to  persuade  the  world 
that  it  customers  want  to  use  its  ser- 
vices, rather  than  just  needing  to  use 
them,  a  senior  marketing  and  commu- 
nications consultant  told  delegates. 

People  are  more  likely  to  buy  some- 
thing because  they  want  it  rather  than 
because  they  need  it.  And  whil< 
people  recognise  that  they  need  phar- 
macy services  or  medicines,  pharma- 
cists could  do  better  by  persuading 
them  that  pharmacy  services  are  desir- 
able, too.  The  question  is  whether 
pharmacists  are  perceived  as  a  vend 
ing  machine  in  a  white  coat'  or  a  retail 
professional,  suggested  Peter  Spratt. 


Peter  Spratt,  Anderson 
Spratt  Group:  People  need 
pharmacy,  now  make  them 
want  you 

Continued  on  P28  - 
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-^Continued  from  P26 

managing  director  of  Anderson  Spratt 
Group,  an  integrated  marketing  ser- 
vices business. 

Behavioural  analysis  demonstrates 
that  want'  influences  purchasing 
habits  far  more  than  'need  "Do  not 
believe  that  consumers  are  rational  or 
unselfish,''  he  warned.  "They  are  self- 
centred  and  most  of  retailing  is  found- 
ed on 'want',  not  need'.'' 

Marketing  looks  at  tour  key  elements 
in  assessing  the  perception  of  a  brand 
to  develop  a  brand  footprint'.  Taking 
pharmacy'  as  a  brand,  Mr  Spratt  asked 
how  the  consumer  views  pharmacy  in 
terms  of  caring  and  reassuring,  (both 
reflecting']  need')  and  exciting  and  ins- 
piration (both  reflecting'!  wanO.While 
the  public  may  see  pharmacy  as  strong- 
ly caring  and  reassuring.it  is  not  seen  as 
exciting  or  inspirational,  the  brand  foot- 
print for  pharmacy  is  much  bigger  for 
'need' than  want'. 

"Crudely,  your  customers  need  you, 
but  they  do  not  really  want  you," 
explained  Mr  Spratt.  And  the  smaller 
the  I  want'  footprint  area,  the  less 
price-sensitive  is  the  brand.  The  big 
consumer  brands  are  looking  to  build 
the 'I  want' footprint  while  already  hav- 
ing the  I  need'  desirability  of  their 
products.  "Hut  for  pharmacy,  you  have 
to  be  wanted  more,  you  have  to  build  a 
little  bit  of  I  want'  and  make  people 
know  that  you  are  good  to  have.  Build 
more  I  want'  as  it  is  such  an  important 
part  of  consumer  behaviour,"  he  said. 

In  terms  of  advertising  the  pharma- 
cy brand,  pharmacists  could  take 
advantage  of  the  mystique'  attached  to 
the  white  coat  which  attracts  the  pub- 
lic's reverence  and  trust,  he  suggested. 
It's  a  tremendously  powerful  starting 
point."  Service  in  the  shop  could  start 
with  smiles,  good  grace,  and  making 
the  customer  have  a  sense  of  being  val- 
ued for  being  there. 

Pushing  policies 

Devolution  has  been  a  huge  sea 
change,  said  Scottish  Pharmaceutical 
General  Council  chairman  George 


SPGC  chairman  George 
Romanes:  Demonstrate  the 
added  value 


Andrew  Bromley,  DuPont 
Pharmaceuticals:  Do  you 
direct  the  change  or  go  with 
the  flow? 

Romanes.  And  health  is  a  significant 
part  of  the  Scottish  Parliament's  work 
as  more  than  25  per  cent  of  its  budget 
is  dedicated  to  healthcare. 

There  is  a  powerful  health  commit- 
tee of  16  MSPs,  many  of  them  new  to 
national  politics,  who  are  now  in  the 
process  of  being  informed  about  phar- 
macy issues  by  SPGC. 

"We  have  to  demonstrate  added 
value  to  the  Scottish  Executive  Health 
Department."  This  includes  pointing 
out  the  accessibility  of  the  1 . 1 40  phar- 
macies and  that  no  appointment  is 
necessary  to  see  the  pharmacist. 

SPGC  is  also  questioning  the  need 
for  NHS  Direct  in  Scotland  Pharma- 
cists do  the  work  of  this  in  the  day- 
time, and  there  is  a  good  structure  of 
out-of-hours  GP  access  which  could 
be  "beefed  up"  with  triage  nurses. 

Appraise  your  business 

The  information  technology  revolu- 
tion is  not  something  pharmacists  can 
ignore,  said  Heather  Ann  McSharry, 
country  manager  lor  Crookes 
Healthcare  Ireland. "The  key  is  that  we 
recognise  the  pace  and  challenge  it 
poses.  And  one  of  the  key  questions  is 
how  might  we  construct  our  business- 
es differently  to  reflect  all  this 
change?" 

\$<ith  10,000  new  users  every  day 
and  15  million  people  m  the  UK  hav- 
ing access  to  the  internet,  traffic  is 
doubling  every  100  days.  Business  to 
business  transactions  are  expected  to 
increase  from  $1500  billion  in  1999  to 
$3  trillion  by  2003,  anil  by  next  year 
alone,  some  12  percent  of  all  business 
to  business  transactions  will  be  per- 
formed on-line. 

This  "paradigm  shift'  in  business 
methods,  internet  globalisation  and  a 
much  more  informed  consumer  might 
actually  give  pharmacy  a  radical  new 
opportunity  in  healthcare.  And  from  a 
business  perspective,  "if  you  do  not 
grapple  with  the  implications  of  the 
internet,  you  are  putting  the  future  of 
your  business  at  risk". 

However,  the  internet  should  not 
necessarily  be  used  just  to  physically 
sell  products  or  services.  Rather,  a 
large  proportion  (40  per  cent)  of  peo- 


ple have  used  the  internet  to  influence 
their  purchase  of  goods  whether  they 
made  that  purchase  physically  in  a 
shop  or  remotely  via  the  internet. 

A  radical  rethink  is  needed.  Ms 
McSharry  suggested.  In  the  past,  peo- 
ple have  tended  to  underestimate  the 
impact  of  new  technology,  so  to  plan 
for  the  new  IT  means  looking  anew  at 
the  business  base  you  work  from  and 
look  at  how  you  might  embrace  the 
change.  Questions  pharmacists  need 
to  ask  include: 

#  do  you  need  to  change  anything  in 
your  current  business  and  what  ' 

#  which  customers  will  you  be  serv- 
ing when  there  are  no  boundaries' 

#  will  it  be  a  smaller  or  larger  cus- 
tomer base? 

#  how  will  you  reach  the  customer' 

#  how  will  you  communicate  with 
them 

#  who  will  your  competition  be? 

#  what  will  be  the  basis  of  your  com- 
petitor's business  advantage? 

9  what  skills  will  make  you  unique, 
including  those  you  have  already' 

For  pharmacy,  most  of  the  debate  on 
threats  has  loomed  at  medicines."But  a 
lot  of  your  business  relies  on  other 
aspects,"  said  Ms  McSharry.  "You  really 
need  to  look  at  the  potential  effect  on 
toiletries,  cosmetics  and  sundries  that 
make  a  difference  to  your  business 
offering.  What  your  customers  need  is 
not  changing,  but  how  they  go  about  it 
is,  so  look  at  convenience,  speed  of 
delivery,  pricing,  information  and 
product  offering. 

"But  if  you  only  focus  on  the  e'  in  c- 
commeree.you  will  fail,"  she  said.  Look 
at  the  human,  personalising  and  emo- 
tional side  too,  such  as  convenience, 
personal  service  and  access.The  future 
is  a  business  that  can  seamlessly  inte- 
grate the  current  business  offering 
with  the  on-line  world. "It's  the  combi- 
nation of  both  that  will  make  a  success 
in  the  future. 

Six  keys  to  success 

While  acknowledging  the  value  of  pro- 
fessional aspects  of  a  pharmacy,  busi- 
ness entrepreneur  Tina  Knight  pointed 
out  that  it  is  the  business  side  that  pays 
the  rent.  And  a  business  is  only  a  suc- 
cess if  it's  making  a  profit 

As  a  managing  director  and  owner 
of  Nighthawk  Electronics  and  a  runner 
up  in  'Business  woman  of  the  year' 
awards,  Ms  Knight  proposed  six  key 
areas  to  encourage  the  success  ol  a 
business: 

1  Stud)'  the  market  Look  at  sales  to  see 
which  products  arc  selling  and  which 
are  not.  Know  the  target  market 
(everyone  in  the  high  street)  and  make 
use  of  your  good  personal  service. 

2  Make  sure  the  company  is  running 
properly  This  includes  avoiding  the 
temptation  to  do  everything  yourself 
just  to  save  money.  "You  are  only  mak- 
ing money  when  you  are  doing  some- 
thing you  are  good  at."  Pay  for  and  max- 
imise the  use  of  good  professional 
advisers  rather  than  relv  on  a  friend,  as 


an  accountant  and  solicitor  should 
help  you  save  money  overall. 

Do  not  go  all  high  tech.  Too  often 
you  will  see  the  tail  of  technology  wag- 
ging the  dog  of  the  customer  service." 
Instead,  harness  technology  so  it 
works  for  you. 
3  Look  after  the  customer,  the  crux  of 
a  business.  Look  after  your  existing 
customers  as  it  is  cheaper  to  retain 
them  than  attract  new  customers. 
Make  the  most  of  personal  service  to 
keep  the  human  contact  and  make 
your  service  stand  out  from  that  of  the 
multiples  or  supermarkets. 
4 You  need  good  staff.  Select  stall  \\  el 
and  train  them.  "If  you  train  someone 
and  then  make  sure  they  use  their  new 
skills,  you  get  better  quality  member; 
of  staff  and  you  are  more  and  mort 
likely  to  keep  them.' 

l:se  your  counter  staff  to  back  yoi 
up  and  look  at  training  in  manage 
mcnt/business  skills  as  well  as  just  pro 
fessional  skills.  Involve  everyone  in  tht 
business.  Hold  meetings  and  ask  staf: 
their  opinions.  Getting  them  to  con 
tribute  suggestions  makes  them  thin! 
about  the  business. 

Training  can  also  help  team  work 
ing.  Do  not  necessarily  train  a  persor 
on  their  weak  areas.  The  reason  the\ 


Tina  Knight,  Nighthawk 
Electronics:  Invest  in  staff 
and  know  the  market 


may  be  no  good  at  a  task  is  becausa 
they  are  frightened  of  it  or  do  not  likd 
it.  Instead,  train  them  in  what  they  an 
good  at  to  make  them  even  better  and 
then  make  sure  you  have  other  peopk 
who  are  good  at  those  areas  of  weak 
ness. 

5  Make  sure  the  products  you  sell  con 
tinue  to  meet  the  changing  needs  oi 
the  markets.  Never  lose  focus  on  whe 
your  customers  are  and  what  they  art 
likelj  to  buy.  so  analyse  what  they  art 
buying. 

6  Get  the  marketing  right.  Make  sura 
you  use  good  publicity.  This  may  noi] 
necessarily  be  an  advertising  cam 
paign  but  could  come  from  goot 
word  of  mouth  with  personal  servic 
from  staff  or  going  out  and  meeting 
the  community.  For  example,  give  talk'J 
about  your  professional  experience.'] 
as  not  only  will  the  audience  find  the: 
interesting,  the  audience  is  made  o 
potential  customers. 
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Council  electi 


Council  Countdown 


We  posed  three  questions  to  the  candidates  for  this  year's  election  to  the 
Royal  Pharmaceutical  Society  Council.  The  questions  we  asked  were: 

1  How  would  you  want  pharmacist  prescribing  to  be  established  and 
developed? 

2  How  should  community  pharmacy  respond  to  changes  being  brought 
about  by  primary  care  trusts? 

3  Which  of  the  Society's  activities  would  you  most  like  to  see 
developed? 


Alan  Woodcock 


Alan  Woodcock 

1  As  pharmacy  develops  so  should  its 
responsibility. The  Sefton  prescribing 
initiative  for  pharmacists  was  well 
received  and  should  be  extended.  If 
nurses  are  considered  responsible  and 
pharmacologically  wise  enough  to 
prescribe,  I  think  we  should  have 
^een  there  first. Who's  to  blame;'  Our 
ability  to  prescribe  should  be  under 
the  same  terms  as  GPs  as  far  as 
exemption  from  charges  goes,  with  a 
special  formulary  to  include  limited 
topical  and  systemic  antibiotics.The 
POM  to  P'  process  should  have  a  new 
class  sold  personally  by  the 


pharmacist. 'P  to  GSL' should  be 
curtailed. 

2  We  should  guide  the  trusts,  some  of 
which  are  seeking  direction  I  think  it 
was  a  big  mistake  not  to  include  us  on 
PCGs  and  we  should  now  be  included 
by  right  on  PCTs  so  that  we  may  help 
initiate  change  and  not,  as  usual,  just 
respond  to  it. 

3  What  needs  to  be  developed  is  the 
credibility  of  the  profession  with  the 
Department. The  Department  appears 
to  like  the  dual  philosophies  of  divide 
and  rule' and  to  de-skill  the 
professions',  so  it  gets  an  inferior 
service  on  the  cheap!  Soon  we  will  be 
producing  pharmacists  with  four 
years  of  academic  training. The 
responsibility  that  these  graduates 
will  be  given  is  an  insult  to  their 
studies 

Brian  Curwain 

1  It  needs  to  include  monitoring  of  the 
response  to  treatment  and  should 
follow  a  consultation  process  between 
the  patient  and  the  OP  during  which 
the  diagnosis  and  treatment  goals 
could  be  established.The  GP  and  the 
pharmacist  would  already  have 
decided  on  the  most  appropriate 
choice  of  drug  within  each  major 
category  (eg  ACE  inhibitor,  statin).  If 
the  consultation  with  the  pharmacist 
took  place  in  a  community  pharmacy, 
then  an  electronic  link  to  the  GP 
computer  system  would  be  helpful  so 
that  access  to  a  more  complete  patient 
record  was  available.  A  suitable 


area/room  on  the  premises  would  be 
needed.  Alternatively,  the  consultation 
could  take  place  in  the  surgery. 
Payment  to  the  pharmacist  for  this 
input  to  patient  care  would  require 
negotiation  with  the  practice/primary 
care  trust. 

2  By  rapidly  establishing  links  and  a 
dialogue  with  PCT/PCG  chief 
executives,  prescribing  advisers  and 
GPs  and  by  clarifying  pharmacists' 
own  vision  of  what  they  can  provide 
A  business  case  would  then  need  to 
be  made 

3  I  would  like  to  see  the  Society 
become  a  more  outward  looking  and 
proactive  organisation.  It  needs  to  be 
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Ian  Conquest 

flexible  in  its  vision  for  pharmacy,  to 
have  more  contact  with  NHS 
management  and  to  increase  its 
political  influence. 

Ian  Conquest 

1 1  would  like  to  see  pharmacists  able 
to  prescribe  a  whole  range  of  NHS 
products  on  an  equal  footing  to 
doctors,  dentists  and  nurses.  I  see 
prescribing  under  protocol  as  a  first 
step  along  this  path. 
2  PCTs  should  be  seen  as  a  major 
opportunity  for  pharmacists.The  new 
boards  and  managers,  now  with  real 

Continued  on  P30  -* 
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powers  and  money,  are  on  the 
lookout  for  ways  to  improve  patient 
services,  so  pharmacists  should  offer 
to  help  them  meet  their  goals. 
PCTs  ma\  also  he  a  threat,  but  they 
are  less  likely  to  be  so  if  we  join  with 
them  and  work  together  in  harmony. 
3The  Society  needs  to  put  more  effort 
into  promoting  the  role  of 
pharmacists  and  pharmacies. 
The  NHS  is  again  changing.These 
changes  must,  for  the  sake  of  the  NHS 
and  pharmacy,  include  pharmacists. 
If  we  become  marginalised,  then  the 
whole  future  of  the  profession  will  be 
at  risk.  When  the  Government  and  the 
public  think  NHS,  they  must  think 
doctor,  nurse  and  pharmacist. 

David  Kent 

l Time  is  long  overdue  for  this 
important  development.There  can  be 
little  doubt  that  pharmacists  possess 
the  expertise  and  facilities  to  act  as 
independent  prescribers  for  a  wide 
range  of  medication.The  public  will 
accept  this  development.  Pharmacist 
prescribing  under  the  NHS  will  be 
under  group  protocols,  initially  of  a 
small  range  on  P  and  POM  products 
with,  possibly,  an  eventual  new 
category  of  POM  (pharmacist). 
Eligibility  to  prescribe  will  be  through 
CPD.  Clinical  governance  will  ensure 
satisfactory  performance. 
2This  is  a  difficult  question  to  answer 
since  the  changes  are  not  yet  known. 
If  they  follow  the  pattern  set  by  many 
PCGs  then  pharmacy  will  be  severely 
sidelined.  Pharmacy  will  have  to  fight 
strenuously  for  its  rightful  share  of  the 
NHS  cake:  if  this  means  upsetting 
trust  boards  then  so  be  it!  The  cost 
cutting  exercises  of  trust  boards  may 
well  stray  into  purchasing  -  this  must 
and  will  be  resisted.  We  must  show 
the  trusts  that  as  a  primary  care 
proli  ssion  \xi  i  ,111 1  ontribute  but  thai 
contribution  must  not  come  cheap. 


3  The  performance  of  the  public- 
relations  department  is  lamentable. 
PR  can  be  proactive  or  reactive:  the 
Society  has  found  a  third  way  -  it  is 
inactive, 

Alison  Ewing 

1  T  he  way  forward  is  to  promote 
medicines  management  as  a  concept 
Prescribing  is  only  part  of  this. 
Whichever  way  we  progress 
pharmacy  itself  must  be  in  the  driving 
seat. We  need  to  work  in  partnership 
with  doctors  to  develop  the  role  of 
pharmacist  decision  making  about 
medicines  after  the  diagnosis  has 
been  given  -  making  treatment  a  two 
stage  process.  For  this,  we  need 
access  to  full  patient  histories  and  a 
different  system  of  remuneration  to 
include  clinical  advice. 

2  Pharmacists  must  be  flexible  in 
their  response  and  not  threatened  by 
the  changes.Alternative  roles  are 
being  developed  -  running 
community  anticoagulant  clinics, 
chronic  disease  management,  repeat 
dispensing  -  all  of  which  could  be 
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Alison  Ewing 

funded  for  community  pharmacists  by 
PCTs.  Grab  these  opportunities  If  we 
do  not.  then  others  will. 
3  Without  a  doubt,  the  wider 
development  of  the  profession  to  be 
at  the  forefront  of  developing 
healthcare,  and  not  included  as  an 
afterthought.  Where  is  pharmacy  in 
the  new  NHS  modernisation  group 
action  teams?  Why  are  nurses  being 
promoted  as  the  people  who  should 
be  prescribing?  The  Society  must 
push  forward  pharmacists  in  the  new 
modernised  NHS. 

Steven  Curtis 

1 1  would  like  to  see  the  RPSGB.the 
NPA,  the  GHP  and  all  the  other 
organisations  that  work  for  front  line 
pharmacists  to  have  a  major  input 
into  the  process.  But  I  cannot  claim  to 
have  the  definitive  answer  as  to  what 
should  be  the  correct  method  of 
training  without  first  listening  to  all 
the  available  options. 


Steven  Curtis 


2 1  would  like  to  see  pharmacists 
working  with  a  unified  approach, 
with  results  collated  centrally  so  there 
can  be  national  objectives  and 
successes.  Likewise,  there  should  be  a 
centralised  agreement  on  costs  and 
payments  so  that  no-one  is  underpaid 
for  their  services  and  some  of  the 
stresses  should  be  taken  away  from 
those  hard  working  individuals  and 
LPCs  who  have  done  all  the  work  so 
far. 

3  My  personal  bug  bear  is  the 
Society's  public  relations  department. 
It  seems  pharmacy  has  a  great 
relationship  with  its  end  users,  but  a 
terrible  relationship  with  the  other 
medical  bodies  and  with 
Government. We  need  to  show  a 
better  understanding  of  what  makes 
good  PR,  and  promote  our  abilities  at 
ever)'  opportunity. We  have  missed 
out  tremendously  in  the  past  by  not 
having  the  RPSGB  represent  us 
properly,  and  if  it  isn't  a  crime  it 
should  be  made  one. 

Robert  Wood 

1  In  my  opinion  the  training  and 
knowledge  that  pharmacists  now 
possess  makes  us  ideal  candidates  to 
help  provide  patients  with  better 
access  to  healthcare  by  being  able  to 
prescribe  within  the  NHS.  I  am 
concerned  that  if  we  move  down  the 
patient  group  directive  route,  our 
professional  judgement  may  be  taken 
away  from  us  as  we  follow  a  pre- 
determined algorithm.  I  would  like  to 
see  pharmacists  given  the  freedom  to 
use  their  professional  judgement  to 
prescribe  P  and  GSL  medicines  (from 
an  evidence-based  formulary)  on  the 
NHS. 

2  We  must  be  able  to  demonstrate  our 
worth  and  persuade  trusts  that  they 
cannot  deliver  government  policy 
without  full  involvement  of 
pharmacists  as  members  of  the 
primary  healthcare  team. 

3  1  would  like  the  Society  to  improve 
its  public  relations  with  both  its 
members  and  the  general  public.  We 


need  to  show  patients  what  we  are 
capable  of  so  that  they  can  demand 
those  services  provided  by 
pharmacists  from  their  health 
authorities.  Secondly.  I  would  like  to 
see  the  Society  expand  on  the 
dialogue  that  it  has  with  the 
Government  and  the  Department  of 
Health  to  keep  pressing  for 
pharmacists  to  be  more  involved  in 
healthcare  strategies  that  emanate 
from  Westminster. 

Sarah  Cockbill 

1  When  government  approval  is  giver 
to  the  recommendation  of  the  Crowr 
Report  to  allow  limited  prescribing 
by  suitably  trained  pharmacists,  we,  a 
a  profession,  are  going  to  have  to 
demonstrate  to  other  healthcare 
professionals  that  there  are  enough 
pharmacists  to  perform  the 
prescribing  role  efficiently. Therefore 
appropriate  accredited  courses 
should  be  organised  now  by  the 
relevant  UK  Postgraduate  Education 
Committees. 

2  Initiatives  designed  to  improve 
pharmaceutical  patient  care  will 
always  be  treated  positively  by 
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community  pharmacists  provided  the 
relevant  health  authorities  adequately 
fund  their  proposed  schemes. 
Community  pharmacists  need 
adequate  recognition  and 
reimbursement  for  services  and  time. 
Pharmacist  representatives  on  PCGs 
and  LHGs  should  always  be  involved 
with  feasibility  discussions  to  develop 
any  community-based  initiatives 
proposed  by  primary  care  trusts  in 
their  area. 

3  Pharmacist  is  a  generic  term  used  to 
describe  professionals  with  a  wide 
range  of  interests  and  expertise 
working  in  multi-faceted  areas  This  is 
recognised  by  the  Society  by  its 
support  of  special  interest  groups. 
However,  many  of  these  groups  have 
little  input  into  the  deliberations  of 
Council. The  Council  has  recently 
been  streamlining  its  activities,  but  I 
should  like  to  see  this  continued  even 
further  to  ensure  that  it  truly 
represents  all  aspects  of  the 
profession. 

Nicola  Gray 

1 1  have  already  been  involved  in 
establishing  pharmacist  prescribing, 
with  the  Manchester  emergency 
hormonal  contraception  scheme. 
Prescribing  by  group  protocol 
reinforces  the  importance  of  history- 
taking,  counselling  and  record- 
keeping for  the  move  to  independent 
Prescription  Only  Medicine 
prescribing.  When  we  confirm  that  it 
can  work  in  practice,  and  that  the 
public  will  access  such  services,  we 
have  a  template  for  other  prescribing 
initiatives. 

2 1  believe  that  the  global  sum  is  most 
appropriately  used  to  support 
dispensing.  Innovative  groups  of 
community  practitioners  should, 
'therefore,  be  approaching  primary 
care  trusts  for  funding  for  new  local 
services.These  initiatives  must  be 
aligned  with  PCT  prescribing/health 
improvement  priorities,  and  should 
be  feasible  for  delivery  in  a 
community  pharmacy  or  domiciliary 
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setting.  If  local  pharmacists  deliver 
useful,  unique,  relevant  services,  their 
credibility  will  lead  to  greater  demand 
for  their  input  to  the  PCT. 
3  Membership  services. The  Council 
and  staff  at  Lambeth  have  to  adopt  a 
customer  focus'.  I  have  talked  to 
hardworking  branch  and  regional 
secretaries  who  have  difficulty  even 
getting  the  Society  to  return  their 
calls,  and  then  we  wonder  why  the 
branch  system  is  falling  apart.  I 
welcome  the  new  membership 
services  initiative,  and  hope  to  work 
hard  on  this  issue. 

Peter  Curphey 

1  This  is  the  most  exciting  challenge 
given  to  pharmacy  for  years  and,  now 
that  the  Government  has  accepted 
Crown,  the  impetus  for  change  must 
come  from  the  Society. The  issue 
must  now  be  project  managed.  Issues 
of  training  and  accreditation  of 
leading-edge  practitioners,  followed 
by  the  rest  of  the  profession  at  a 
justifiable  pace,  and  issues  of 
changing  hearts  and  minds  in  the 
medical  profession  must  be  addressed 
first.  Parliamentary  time  needed  to 
make  changes  will  only  be  found 
when  a  multi-disciplinary  approach  is 
taken.  Repeat  dispensing  and 
medicines  management  will 
demonstrate  pharmacists'  value. 

2  There  is  no  room  for  King  Canute, 
Pharmacy  must  find  the  positive  angle 
of  this  revolution.  I  favour  a  co- 
operative approach  rather  than  a 
straight  competitive  one. A  good  case 
must  be  made  by  the  LPC  in  concert 
with  others,  for  inclusion  of  a 
pharmacist  at  executive  level  together 
with  a  well  presented  proposal 
showing  the  public  interest 
dimension  of  pharmaceutical  input. 

3 The  greatest  local  potential  for 
pharmacy  lies  in  Pharmacy 
Development  Groups. A  membership- 
focused  Society  encouraging  active 
and  enthusiastic  pharmacists  from  a 
wide  range  of  backgrounds,  who  get 
together  specifically  to  develop 
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projects  aimed  at  demonstrating 
pharmacy's  value  to  PCTs  will  realise 
this  enormous  potential. 

Linda  Stone 

1  There  are  several  ways  to  carry 
forward  pharmacist  prescribing, 
which  are  not  mutually  exclusive. We 
are  already  independent  prescribers 
of  non-prescription  medicines  but  we 
must  have  a  greater  range  of 
products,  (lost  is  a  major  barrier  - 
allowing  supply  at  no  cost  to  those 
who  arc  eligible  for  free  NHS 
prescriptions  will  remove  this 
constraint.  Additionally,  we  must 
develop  a  role  as  dependent 
prescribers.As  a  minimum,  we  need 
the  facility  to  amend  doses  for 
medicines  management  to  be 
effective,  and  we  must  build  upon  the 
pilot  work  already  done  to  facilitate 
repeat  prescribing. This  needs  to  be 
underpinned  by  any  necessary, 
appropriate  training. 

2  We  must  be  proactive  and 
innovative,  demonstrating  how  we 
can  contribute  to  the  provision  of  a 
cost-effective,  high  quality  service. 
Only  in  this  way  will  we  secure  an 
active  role  alongside  primary  care 
trusts. 

3  Communication  between  members 
and  the  Society,  especially  the 
Council,  must  be  improved 

#  Liaison  and  influence  with 
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•  Clinical  governance  requires  that 
we  are  able  to  deal  more  quickly  and 
appropriately  with  the  minority  who 
behave  in  an  unprofessional  way  or 
pose  a  threat  to  the  public 

•  Membership  services  must  be 
better  developed,  publicised  and  used 

Alaster  Rutherford 

1  As  soon  as  possible.  If  access  to 
effective  patient  care  within  the 
NHS  is  to  be  extended  rapidly  (a  core 
aim  of  government  policy),  then  we 


government  must  be  enhanced 
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Alaster  Rutherford 

need  to  adopt  a  proactive  and  flexible 
approach  using  protocol  prescribing 
now,  while  arguing  the  case  for 
extensive  powers  within  legislation. 
We  do  need  to  establish  CPD 
standards  for  pharmacist  prescribes 
now,  to  enable  as  many  as  possible  to 
achieve  the  minimum  standards 

2  Unity  is  essential.  It  would  be  too 
easy  for  major  companies  to  pursue 
their  own  agenda  as  PCTs  extend 
their  areas  of  activity  RPSGB  regions 
should  be  developed  to  work  with 
LPCs  to  link  closely  with  NHSE 
regional  offices  few  pharmacists 
populate  this  level,  yet  as  health 
authorities'  powers  change  as  PCTs 
grow,  they  will  be  of  increasing 
importance  in  monitoring 
performance  and  influencing  change 

3  An  effective  regional  network,  co- 
ordinating and  supporting  branches 
in  organisation  and  public  relations. 
Investment  in  England  must  match 
that  in  Scotland  and  Wales  as  regional 
and  local  government  changes.  With 
CPD,  it  will  be  important  lor 
educational  elements  of  branch 
meetings  to  meet  the  highest 
standards.  Many  local  branches 
survive  due  to  the  exceptional  efforts 
of  a  few  volunteers  who  need  support 
to  encourage  greater  involvement. 

Gordon  Applebe 

1  The  true  pharmacist  prescriber  is 
the  independent  one  with  the  ability 
to  assess  the  patient's  requirements 
and  to  write  a  prescription. 
Pharmacists  are  viewed  as  dependent 
prescribes  supplying  Prescription 
Only  Medicines  under  protocols  and 
probably  restricted  to  repeat 
prescriptions. A  start,  but  it 
should  be  progressive,  leading  to 
independent  status.  Further  training 
would  be  required.  Not  all 
pharmacists  may  wish  to  do  so. 


Gordon  Applebe 

2  P(n's  will  create  policy  and  strategic 
planning  for  NHS  primary  healthcare 
services  in  their  area.They  are 
multidisciplinary  and  it  is  vital  that 
pharmacists  are  actively  involved 
within  such  a  team.  Pharmacists  must 
work  together  either  in  primary  care 
groups  or  through  local 
pharmaceutical  committees  to  ensure 
that  community  pharmacists  are 
represented  on  PCTs. The  opportunity 
must  not  be  missed. 

3  There  are  many  but  they  won't  be 
achieved  without  an  effective  Council 
to  advance  the  standing  of  the 
profession  as  a  whole. We  must 
continue  to  pursue  the  potential  of 
the  new  Health  Act.  Consider  the 
modernisation  of  the  Council,  its  size 
and  constitution,  how  it's  elected, 
sectional,  lay  Scottish  and  Welsh 
representation.  Consider  the  Society's 
powers  -  do  they  permit  the 
realisation  of  the  membership's 
desires.This  activity  will  make  the 
broader  national  issues  easier  to 
achieve. 

Hassan  Argomandkhah 

1  Pharmacist  prescribing  could  be  the 
answer  to  all  our  prayers  for  new 
roles.  On  the  other  hand  it  may  be  a 
Trojan  horse.  I  therefore  point  out 
that  we  must  move  cautiously,  thus 
ensuring  that  pharmacist  prescribing 
when  established  does  not  affect  the 
supply  of  medicines  from  the  current 
network  of  pharmacies.  Let  us  not 
throw  the  baby  (supply)  away  with 
the  bath  water  in  the  rush  to  become 
prescribers. 

2  PCTs  should  be  told  that 
community  pharmacy  is  more  than 
just  a  dispensing  outlet.They  must 
talk  to  the  LPCs  and  understand  the 
vast  amount  of  potential  and  resource 
at  their  disposal,  especially  in  the 
management  of  medicines, 
management  of  minor  ailments  and 
promoting  better  health,  and  for  a 
reasonable  fee. 

3  The  Society  must  get  closer 
to  the  members  and  listen 

to  them  more  frequently. 


Hassan  Argomandkhah 

Kirit  Patel 

1  Community  pharmacy  has  a 
prescribing  role  for  over  the  counter 
medicines,  but  as  yet,  no  formal  NHS 
prescribing  role. The  starting  point  to 
achieve  this  is  through  developing  the 
supply  under  protocol  of  emergency 
hormonal  contraception. This  is 
currently  being  piloted. The  next  step 
is  dependent  prescribing  with  the 
pharmacist  taking  responsibility  for 
making  variations  to  prescriptions 
following  treatment  guidelines. 
Pharmacists  with  specialist  skills  in 
specific  disease  areas  will  become 
independent  prescribers  and  take 
responsibility  for  clinical  assessment 
and,  where  appropriate,  the  issuing  of 
a  prescription 

2  PCTs  are  being  given  immense 
power  where  not  only  can  they  own 
their  own  pharmacies,  but  they  can 
also  out-source  for  services,  bypassing 
the  contractors.  We  need  to  influence 
PCTs  by  ensuring  that,  at  the  local 
level,  LPCs  and  pharmacists  get 
involved  with  PCTs  and  are  part  of 
the  decision  making  process,  ideally 
by  having  a  pharmacist  representative 
on  the  executive  committee. 


3  The  Society  needs  to  keep  itself  in 
touch  with  the  grass  roots.  Often, 
policies  arc  made  without  proper 
consultation  with  members,  policies 
which  do  not  take  into  account  the 
day-to-day  problems  facing  thcm.The 
Society  needs  to  work  cohesively 
with  other  pharmacy  bodies  to 
promote  the  best  interests  of  the 
profession  as  a  whole, 

Graham  Phillips 

1  Pharmacists  already  prescribe  - 
albeit  over  the  counter.  No  record  is 
kept  of  thi^  informal  prescribing  so 
the  value  lies  unaudited.  Emergency 
hormonal  contraception  presents  a 
clear  opportunity  lor  NHS 
prescribing:  free  of  charge  and 
formally  recorded  -  initially  (as  in 
Manchester)  under  protocol,  and 
ultimately  (under  Crown)  by 
independent  NHS  prescription. 
Pharmacist  prescribing  of  EHC 
satisfies  the  Government's  agenda, 
will  significantly  contribute  to  public 
health,  and  begins  to  fulfil 
pharmacists'  aspirations.The  Society 
must  fight  for  it. 

2  First,  understand  the  commissioning 
process:  health  needs  are  identified, 
actions  are  prioritised  within  availabl 
resources  and  options  for 
implementation  are  developed. 
Pharmacists  must  understand  and 
influence  the  process  at  all  stages, 
offer  cost-effective  solutions  and 
deliver  at  higher  quality  than  is 
available  through  others.  I  am 
confident  we  are  up  to  the  challenge 

3  Relationship  building.The  Society 
has  little  relationship  with  the  public 
and  even  less  w  ith  its  own  members. 
Strategy  derives  from  a  vacuum,  with 
no  firm  plan  or  timetable  for 
implementation.  Pharmacist 
prescribing  is.  for  example,  a  great 
idea,  but  where  is  the  action?  We  nee 
consultation,  a  clear  planning  process 
and  excellent  PR  to  win  the  hearts 
and  minds  of  pharmacists  and  only 
then,  the  public.  Ivory  tower  isolation 
must  end. 


Kirit  Patel 


Graham  Phillips 
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successful  and  profitable  as  possible. 


Chemex 


Chemex  2000  on 
the  net 

You  can  now  keep  up  to  date  with 
what  is  happening  at  Chemex  2000 
by  visiting  the  show's  brand  new  web 
site  which  will  be  launched  next 
Thursday,  April  27. 

log  on  to  www.cbemex2000.com 
to  find  details  of  this  year's  show, 
including  a  floorplan  and  a  guide  to 
what's  on. You  will  even  be  able  to 
register  for  tickets  to  the  show  on-line. 

The  web  site  is  regularly  updated 
to  help  visitors  and  exhibitors  make 
the  most  of  their  participation  in  the 
show  which  opens  the  door  to  the 
future  of  pharmacy  in  the  21st 
century. 

Show  director,  Ian  Gerrard,  says:"As 
the  internet  is  playing  a  bigger  and 
bigger  part  in  both  business  and 
leisure,  we  know  that  many  visitors 
and  exhibitors  will  welcome  the 
chance  to  get  a  'taster'  of  the  show  on- 
line. Registering  via  the  web  site  will 
make  it  even  easier  for  people  to  get 
their  tickets  in  advance." 
wivw.chemex2000.com 
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Toiletries  Village  is  pure  Genios  for  CBS 


With  sales  totalling  more  than 
XI  million  in  two  days  last  year,  CBS 
Genios  will  return  with  a  bigger  and 
better  Toiletries  Village  at  Chemex 
2000. 

The  stand  will  be  almost  50  per 
cent  larger  than  last  year's  and  more 
than  20  of  the  UK's  biggest  and  most 
successful  manufacturers  will  be 
there  -  promising  plenty  of  important 
promotions. 

L'Orcal  first  exhibited  at  Chemex 
last  year  and  the  response  was  so 


good  that  the  company  will  be  back 
again.  National  account  manager, 
Gary  Weller.  said:'  It  was  great  last 
year  and  this  time  we  will  be 
offering  a  cross  section  of  high  class 
promotions  for  high  class  products 
as  well  as  range  extensions  and  new 
products." 

Another  first-timer  last  year  was 
Bristol-Myers  and  the  company  found 
the  show  so  successful  that  it  is  back 
again,  this  time  planning  a  special 
promotion  for  one  of  its  shampoos. 


Healthcare  giants  head  for  the  0TC  village 


Glaxo  Wellcome,  Bayer,  Wisdom 
Toothbrushes,  SCA  Hygiene, 
Abbott  Laboratories  and  the 
Mentholatum  Company  are  among 
the  leading  healthcare  companies 
who  will  be  showcasing  their 
products  on  Ceuta's  stands  in  the 
OTC  Village. 

The  company  is  taking  three 
stands,  one  for  each  of  its  divisions  - 
Ceuta  Healthcare,  Pharma  Consumer 
Care  and  the  recently  launched  Laser 
Healthcare. 

( rlaxo Wellcome 's  trade  marketing 
manager,  Sean  Craig,  said: "Chemex  is 
definitely  a  vehicle  that  we  use  to 
reach  pharmacists  because  we  know 
so  many  attend  the  show." 

He  said  the  company  is  planning  to 
promote  Zovirax,  Zantac  75  and 


Beconase  Allergy  on  the  Pharma 
Consumer  Care  stand 

Jeff  Bone,  business  development 
manager  at  Wisdom  Toothbrushes, 
said  Wisdom  sees  Chemex  as  one  of 
the  most  important  pharmacy  trade 
events. 

"We  have  a  major  launch  in  June  or 
July  this  year  and  we  will  be  using  our 
presence  at  Chemex  to  promote  that 
launch  further,"  he  said.W'isdom  will 
be  on  the  Ceuta  Healthcare  stand. 

The  Mentholatum  Company  will  be 
on  the  Laser  Healthcare  stand, 
showing  products  including  topical 
analgesics  Deep  Heat.  Deep  Freeze, 
Deep  Relief  and  Mentholatum 
Ibuprofen  Gel,  as  well  as  Zi  eye  drops. 

The  company's  UK  sales  and 
marketing  coordinator,  Lynn  Couper. 


said:  "We  are  delighted  to  be 
showcasing  our  products  at  this  very 
influential  pharmacy  exhibition.  Our 
association  with  Laser  Healthcare 
gives  us  an  ideal  opportunity  for 
maximum  exposure,  enabling  both 
new  and  existing  buyers  to  see  what 
we  have  to  offer." 

Also  on  the  Laser  stand.  Bayer  will 
promote  Canesten.Alka-Seltzer  and 
Soothelip. 

Mike  Simpkins,  director  of 
commercial  affairs  at  Ceuta,  is  looking 
forward  to  a  successful  show:"It  is  a 
tremendous  opportunity  for  us  and 
we  are  delighted  to  be  able  to  have  all 
three  divisions  of  the  company  at  one 
show,  which  is  a  first  for  us." 
Ceuta  Healthcare. 
Tel:  01202  780558. 


Crookes  Healthcare  also  has 
plenty  to  interest  visitors.  Regional 
account  executive.  Paula  Morgan, 
said  the  company  would  be 
promoting  a  new  winter  product 
and  its  new  internet  site  as  well  as 
looking  at  effective  category 
management  for  independent 
pharmacies. 

Elida  Faberge  is  looking  forward  tc 
another  successful  show.Account 
manager.  Ian  Spooner.  said  the 
company  would  be  promoting  its 
special  Christmas  packs  and  offering 
extra  stock  bonuses  across  its  popula 
ranges. 

CBS  Genios  sales  manager.  Fiona 
Gibbons,  said:"It  is  because  of  the 
success  of  last  year  that  so  many  of 
our  suppliers  have  committed 
themselves  to  the  show  this  time  anc 
are  promising  bigger  and  better 
promotions." 

'Among  the  other  companies 
already  committed  to  the  Toiletries 
Village  this  year  are:  GalPharm 
International,  Schwarzkopf, 
Jenks  Sales  Brokerage, 
SmithKline  Beecham 
Healthcare.  Elida  Faberge, 
Gillette  UK,  Gamier  (Golden), 
Combe  International,  Dendron, 
Kimberley  Clark,  Procter  &  Gamble 
UK,  Smith  &  Nephew  Consumer, 
Wella  GB,  Chattem  (UK),  Reckitt 
Benckiser.  Johnson  &  Johnson, 
Kodak,  Capital  Health  and  Ardale 
International. 
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Welcome  to  the  largest  annual  gathering  of  community 
pharmacists  and  manufacturers  in  the  U.K.  We  pride  ourselves 
at  Chemex  by  offering  to  exhibitors  an  unrivalled  number  of 
healthcare  professionals  that  no  other  event  can  match. 
Whilst  all  exhibitions  make  claims  about  being  the  "biggest" 
and  the  "best",  Chemex  can  verify  this  as  it  is  the  only  show 
in  its  market  that  can  prove  its  2,900  attendance  figure  with 
an  independent  ABC  audit,  other  shows  remain  cautious 
about  verifying  their  visitor  numbers. 

Telephone  01732  377256 

Fax  01732  377179 


THE   CHOICE    IS   SIMPLE   -   COME   TO   THE    BIGGEST   AND  BEST 


Business  news 


Animal  medicine  sales 
drop  in  UK  for  first  time 

Sales  of  animal  medicines  in  the  UK 
fell  lor  the  first  time  last  year,  accord- 
ing to  a  survey  published  by  the 
National  Office  of  Animal  Health 
(NOAH) 

The  fall  from  £384  million  in  1998 
to£371m  reflects  "the  desperate  state 
of  UK  livestock  farming",  said  National 
Office  of  Animal  Health  (NOAH)  direc- 
tor Roger  Cook  Animal  medicines  are 
\ital  to  ensure  we  have  healthy  ani- 
mals to  provide  healthy  food,"  he  said 

Innovations  in  the  pet  or  compan- 
ion animal  ' sector  -  where  sales  of  car- 
diovascular treatments  grew  by  19  8 
percent  last  year  -  have  failed  to  com- 
pensate lor  the  loss  ol  farm  animal 
product  sales  and  Mr  Cook  warned 
that  farmers  are  now  being  forced  to 
take  chances  with  animal  health 

Antibiotic  sales  have  also  decreased 
dramatically,  due  in  part  to  the  success 
of  campaigns  to  reduce  their  use. 
However,  the  decline  also  reflects  a 
general  reduction  in  livestock  num- 
bers in  the  I  IK:  between  June  1998  and 
March  1999  pig  numbers  fell  from 
8.1m  to  7.1m,  according  to  MAFF 
Statistics.  A  recovery  in  livestock  farm- 
ing could  therefore  bring  about  an 
increase  in  animal  medicine  sales,  sug- 
gests Mr  Cook 

•  Delegates  at  NOAHs  annual  dinner 
have  been  told  thai  over-regulation  ol 
animal  medicines  could  "strangle  the 
proud  record"  of  the  industry.  Speaking 
in  London  on  April  13,  Sam  Black, 
NOAH  s  newly-elected  chairman, called 
upon  MAFF's  minister  of  state  in  the 
Lords,  Baroness  Hayman,  to  help  pro- 
ducers, users  and  regulators  to  work 
together  to  solve  the  sector  s  problems 

He  said  that  the  number  of  major 
animal  health  companies  has  reduced 
b\  hall  over  the  past  nine  years  and 
that  only  a  handful  still  carry  out 
research.  Not  one  UK  human  pharma- 
ceutical company  is  left  with  an  ani- 
mal health  interest,  he  claimed. 

"If  we  add  up  all  the  POM  sales  in 
veterinary  medicine  the  turnover  is 
£290m,"  said  Mr  Black.  "By  contrast, 
there  is  a  single  product  on  the  human 
side  of  the  business  with  a  turnover  of 
.t26Sm  -  worth  almost  the  whole  of 
the  UK  animal  health  industry." 

He  added  that  a  growing  burden  of 
LI  legislation,  with  IS  member  states 
each  "implementing  their  own  interpre- 
t  ition'  i:.  increasing  the  risk  to  anim.il 
medicines,  which  often  rely  on  tin) 
markets.  "There  are  60  POM  products 
with  a  turnover  greater  than  £lm  |  and  | 
over  400  products  with  turnovers  of 
less  than  XI  m,"  he  revealed.  There  is  a 
balance  between  animal  welfare  on  the 
one  hand  and  consumer  safety,  user 
safety  and  environmental  safety  on  the 
other  and  I  would  suggest  that  the 
scales  have  tipped  too  far." 


Dispensing  cash  for  j 
customers  in  pharmacies 


Cash  dispenser  machines  might  soon 
be  installed  inside  some  NPA  mem- 
ber's pharmacies  if  imminent  trials 
prove  successful 

The  Association  is  currently  looking 
lor  sites  in  which  proposed  cash 
machine  supplier  Moneybox  can  con- 
duct research. 

The  basic  qualifying  criteria  tor 
pharmacies  wishing  to  participate  are 
that  there  is  no  hole  in  the  wall' or  in- 
store  cash  dispenser  anywhere  within 


a  quarter  of  a  mile,  there  is  no  sub  Post 
Office  operating  in  the  pharmacy  and 
average  customer  volume  is  "  000  or 
more  per  week. 

NPA  marketing  assistant  Jan 
Hamilton  said  installation  of  a  cash 
machine  would  be  an  opportunity  for 
pharmacists  to  "increase  footfall  on 
their  premises.  "With  all  the  hype 
about  banks  and  Post  Offices  being 
closed  down  and,  if  customers  have 
got  to  make  purchases  too.  there  is  a 


real  opportunity."  she  said.  However 
she  agreed  that  the  stringent  criteria 
would  probably  preclude  man\| 
pharmacies  from  installing  the 
machines. 

In  a  similar  scheme.  Moneybox  ha:] 
already  begun  rolling  out  cast] 
machines  in  Spar  outlets  across  tha 
country  Approaches  to  another  potenj 
tial  cash  machine  supplier.  US  firnl 
TRM  Corporation, have  so  far  met  witl 
a  tardy"  response. 


Digitally-enhanced  photography  for  the  masses 


Digitally-improved  photographs  are 
now  available  to  High-Street  customers 
for  the  first  time,  following  the  launch 
of  a  new  Colorama  service  on  April  4 
Customers  having  films  developed 
through  independent  pharmacies  and 
camera  dealers  are  now  being  invited 
by  Colorama,  the  UK's  largest  indepen- 
dent photoprocessor,  to  "see  the  differ- 
ence" between  conventionally  pro- 
cessed and  digitally  improved  prints 

The  service  only  became  possible 
with  the  launch  of  an  ingenious,  chip- 
sized  digital  micro  mirror  device  by  US 
firm  Texas  Instruments.  Agfa  has  incor- 
porated the  chip,  w  hich  contains  an 
array  of  over  one  million  miniature 
mirrors,  into  a  machine  called  Dimax 
(Digital  Masking  Exposure), simultane- 
ously reducing  digital  enhancement 
costs  and  dramatically  improving  print 
quality.  Whereas  its  predecessor,  the 
MSP,  scanned  negatives  in  approxi- 
mately l.SOO  different  places,  the 
Dimax  scans  in  2S(),()0() 

"The  majority  of  people  in  the  UK 
take  pictures  with  traditional  .3Smm  or 
APS  cameras  and  they  may  be  forgiven 


for  thinking  that  so  far  the 
digital  revolution  has  been 
of  little  real  benefit  to 
them,"  said  Colorama  chief 
executive  Vinod  Patel. 
Now,  however,  pictures 
taken  by  the  general  pub- 
lic with  ordinary  cameras 
can  benefit. 

Dimax  analyses  the  con- 
trast, colour  and  density  of 
each  negative  and  adapts 
exposure  to  maximise 
detail,  making  "poor  pho- 
tographers good  photogra- 
phers", according  to  Steve 
Owen,  a  member  of  Agfa's 
wholesale  finishing  team. 

The  service  will  also 
Colorama's  retail  customers 


New  Dimax  Technology 


help 
boost 

their  businesses  by  allowing  them  to 
compete  on  value  for  money  and  qual- 
ity, rather  than  on  price  "It  will  prove  a 
consistent  profit  generator  for  camera 
dealers  and  pharmacies  that  make  the 
most  of  the  opportunity," said  Mr  Patel 
As  well  as  "professional  results  at 
amateur  prices",  customers  will  get 


larger.  4. 3x6. -tin  prints  on  prestiga 
paper  and  an  easy-to-see  index  carl 
containing  thumbnail-sized  images  (I 
the  film's  content. 

A  number  of  Colorama  s  2.000  phal 
maccutical  customers  are  already  dil 
playing  temporary  PoS  informatioa 
about  the  Dimax  service,  prior  to  I 
national  roll-out  of  permanent  displays 
later  this  v  ear. 


Cannon  Avent  scoops  a  double  win 


I'wo  prestigious  Queen  s  \v\  ards  d  >r 
Enterprise  have  been  won  by  Cannon 
Avent  Croup's  baby  products  div  ision 
'Hie  Awards,  for  international  trade  and 
innovation,  coincide  with  the  comple- 
tion ol  a  new  100.000ft -',  £10  million 
manufacturing  facility  in  Suffolk. 

The  privately-owned  company 
reported  record  sales  last  year  of  over 
£60m  and  profits  of  £-9.3m  -  owed 
largely  to  the  "spectacular"  worldwide 
success  of  the  Avent  brand. 

The  Group  has  a  40  per  cent  share 
of  the  UK  bottle  market,  although 
more  than  "0  per  cent  of  sales  are 
made  in  60  other  countries  around  the 


world.  Its  Avent  America  arm  is  cu 
rcntly  growing  by  over  SO  per  cent  p 
year. 

The  firm's  Isis  Breast  Pump  (left 
which  incorporates  two  patente 
inventions  and  proved  as  effective  ; 
much  costlier  electrical  pumps  i 
recent  hospital  trials,  won  tl1 
Innovation  Award. 

Managing  director  Edward  Atkii 
whose  family  controls  80  per  cent  < 
the  Group's  shares,  said:  "These  aware 
are  a  marvellous  endorsement  of  tf 
work  we  have  done  to  establish  Avei 
as  a  world  class  manufacturer  and  ma 
keterof  premium  infant  products." 
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EU  ruling  could  lead  to  higher  UK  perfume  prices 


Consumers  face  higher  prices  for  per- 
fumes bought  in  chemists'  shops  fol- 
lowing a  court  ruling  against  cheaper 
imports.  Independent  health  and 
beauty  products  supplier  M  and  S 
Toiletries  (MST)  was  judged  to  have 
contravened  Fill  law  by  buying  fra- 
grances that  were  made  in  Europe  and 
exported  to  the  Far  East  before  being 
imported  to  the  UK. 
Despite  transport  costs,  pharma- 


cists were  able  to  sell  the  fragrances  at 
prices  more  than  20  per  cent  cheaper 
than  in  other  High-Street  shops.  MST's 
managing  director.  Bill  Barclay,  said 
the  judgement  was  a  victory  lor  per- 
fume manufacturer  Joop  Davidoff,  but 
a  major  defeat  for  UK  consumers 
"Customers  are,  typically,  paying  20-30 
per  cent  higher  prices  for  top  fra- 
grances in  some  retail  stores  as  a 
result  of  the  fragrance  houses  seeking 


to  restrict  outlets  in  which  their  prod- 
ucts can  be  sold,"  he  said. "We  can  buy 
all  the  top  perfume  brands  from 
agents  in  many  parts  of  the  world,  par- 
ticularly  the  far  East,  on  what  is  called 
the  'grey  market',  at  heavily  discount- 
ed prices." 

European  legislation  allows  I  k 
companies  to  re  import  into  the  El 
only  il  the  manufacturer  agrees. 
However,  in  a  similar  case  in  1999,  a 


judgement  was  made  for  the  importer 
and  against  the  manufacturer 

Describing  the  situation  as  "crazy", 
Mr  lian  lay  said  VIST,  a  major  distribu- 
tor ol  health  hcautv  and  household 
products,  is  now  considering  an 
appeal.  The  company,  which  has  a 
turnover  of£80m  per  year  has  alread) 
incurred  legal  costs  of  around  £50,000 
-  twice  the  value  of  the  original  con- 
signment 


PCG  Holdings  appoints 
ex  BMA  chairman 

Primary  Care  Group  Holdings  (PCGH), 
the  medicines  management  company, 
las  appointed  the  former  British 
Medical  Association  chairman  Sir 
Alexander  Macara  to  its  board. 

Sir  Alexander  said:  T  was  attracted  to 
Primary  Care  Croup's  approach 
because  I  see  it  as  an  imaginative  and 
highly  productive  way  of  developing 
co-operation  between  pharmacists 
and  doctors  in  the  local  primary  care 
group  organisations  that  will  bring  real 
benefits  to  patients.  "  Sir  Alexander  was 
BMA  chairman  between  1993  and 
1998  and  is  currently  a  member  of  the 
General  Medical  Council. 

Following  PCGH's  work  on  formula- 
[ry  development  and  medicine  man- 
agement, Stratford  and  District 
Primary  Care  Group  has  asked  the 
company  to  work  on  an  expanded 
campaign. This  disinvestment'  and  dis- 
ease management  programme  is 
-worth  over  £250,000. 


Healthcare  group  Activ8  makes 
ambitious  e-commerce  push 


A  healthcare  sales  and  distribution 
group  has  invested £250, 000  in  new  IT 
equipment,  with  the  eventual  aim  of 
creating  a  virtual  shopping  mall'  for 
pharmaceutical  products,  with  18- 
hour  deliveries. 

Warwick-based  ActivS  and  sister 
company  CPD  Logistics  already  gener- 
ate turnover  of  around  £50  million 
through  sales  and  distribution  of  phar- 
maceuticals, cosmetics  and  toiletries 
for  companies  like  Numark,  Ceuta, 
Trinity  and  Ranbaxy.CPD  is  also  one  of 
the  UK's  largest  toy  distributors 

Activ8's  managing  director  Sheila 
Booker  believes  the  new  venture  will 
not  encounter  the  fulfilment  problems 
often  experienced  by  similar  schemes: 
"Lots  of  people  are  doing  this  but 


Science  Committee  welcomes  merger 
plan  between  SmithKline  and  Glaxo 


The  House  of  Commons'  Science  and 
Technology  Committee  believes  the 
planned  merger  between  SmithKline 
Beecham  and  Glaxo  Wellcome  is 
potentially  a  huge  asset'  for  the  UK 
economy  -  provided  that  investment 
in  R&D  is  maintained  at  current  levels. 

n  its  fifth  report  on  the  merger,  the 
Committee  says  it  expects  the  new 
company  to  abide  by  assurances  that 
savings  of  £250  million,  resulting 
from  the  consolidation  of  R&D  activ- 
ities, will  be  re-invested  in  R&D  and 
that  the  effect  on  employment  will  be 
minimal. 

'Glaxo  SmithKline  has  the  potential 
to  become  a  national  champion,"  says 
the  the  Committee,  and  with  nearly 
SO  per  cent  of  its  R&D  activities  under- 
taken in  the  UK,  [it]  would  be  a  pow- 
erful advertisement  for  the  quality  and 
expertise  of  the  UK  science  base." 

With  combined  R&D  investment  of 
£837m  in  1998,  Glaxo  Wellcome  and 
SmithKline  Beecham  are  respectively 


the  first  and  second  largest  private 
investors  in  UK  research.  Jean-Pierre 
Gamier,  chief  executive  designate  of 
Glaxo  SmithKline.  and  Sir  Richard 
Sykes,  prospective  non-executive 
chairman,  told  the  committee  that 
current  R&D  facilities  in  Stevenage 
and  Harlow  will  be  retained,  but  that 
additional  investment  is  provisional 
on  the  I  K  maintaining  its  science 
base. 

The  report  urges  the  Government 
to  continue  investing  in  the  science 
base  to  provide  industry  with  leading- 
edge  research  and  the  highly  skilled 
staff  which  are  the  life-blood  of  tech- 
nology-based industry".  It  adds  that  it 
intends  to  monitor  Glaxo  SmithKline  s 
R&D  activities. 

SmithKline  is  currently  construct- 
ing a  new  building  close  to  its  current 
offices  in  Brentford  and,  though  a  deci- 
sion has  yet  to  be  made,  it  is  assumed 
this  will  become  the  new  company's 
UK  headquarters. 


going  it  alone,"  she  said.  "We  have  an 
edge  because  we  have  our  own  distri- 
bution service." 

Additional  warehousing  has  also 
been  acquired,  boosting  capacity  by 
20  per  cent  to  200,000ft2,  to  provide 
major  blue-chip  companies  with  an 
efficient  means  of  delivering  orders 
taken  on-line.  Mrs  Booker  said  some  e- 
tail'  customers,  having  ordered  and 
paid  for  their  goods  in  a  matter  of  sec- 
onds, are  having  to  wait  for  tip  to  28 
days  for  delivery.'On  the  one  hand  you 
are  seeing  the  best  of  21st  century 


technology,  ami  on  the  other  it  might 
be  quicker  in  some  cases  to  revert  to 
delivery  via  the  canal  system,"  she  sug- 
gested. She  added  that,  due  to  major 
advances  in  technology,  Activ8  had 
decided  to  disband  its  field  sales  force 
altogether 

fhe  group's  drive  into  e-commerce 
sales  and  fulfilment  comes  as  a  report 
from  property  consultant  Jones 
Lang  Lassalle  confirms  that  e-com- 
merce is  now  at  the  top  of  the  agenda 
for  an  ever  increasing  number  of  busi- 
nesses. 


AAH  puts  a  new  emphasis  on  IT 


The  IT  departments  of  AAH 
Pharmaceuticals'  Pharmaceutical  and 
Hospital  Services  divisions  are  being 
combined  in  order  to  reap  "synergistic 
benefits".  David  Watkinson,  formerly 
head  of  marketing,  customer  technolo- 
gy, has  been  promoted  to  director  of 
customer  technology  in  charge  of  the 
new,  18-strong  department. 

"The  pharmaceutical  industry  -  like 
most  others  -  is  being  rapidly  reshaped 
by  IT,  in  every  area  and  at  every  level," 
he  said.  "We  have  to  ensure  that,  on 
behalf  of  our  customers,  we  have  the 
best  knowledge,  the  best  people  and 
the  best  products  on  the  market.  The 
synergistic  benefits  of  bringing  these 
two  divisions  together  will  give  a  great 
boost  to  this  ongoing  aim. 

Mr  Watkinson,  who  has  a  been  with 
AAH  for  1 1  years,  believes  that  tech- 
nology is  rapidly  moving  towards  the 
internet.  "AAH  Point  is  just  one  exam- 
ple." he  said.  "It  is  clear  that  business  to 
business  e-commerce  development  is 
the  next  step  for  all  concerned  IT  has 
a  role  to  play  in  bringing  real  change  to 
the  way  pharmacy  presents  its  ser- 
vices to  customers  and  within  the  pri- 
mary and  secondary  healthcare  sys- 
tem." 

He  added  that  business-to-business 
opportunities  using  internet  browser 


technology  could  also  potentially  help 
the  Government  to  achieve  its  vision 
of  linking  primary  and  secondary  care 
and  establishing  a  unified  patient 
records  system.  "As  communications 
improve,  the  easier  it  is  to  achieve 
these  objectives,"  he  said. 


David  Watkinson:  "B2B 
development  is  the  next  step 
for  pharmacy" 
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Appointments  £27.00  P.S.C.C.  +  VAT  minimum  3x1 .  General  classified  £18.00 
P.S.C.C.  +  VAT  minimum  3x2.  Box  numbers  £15.00  extra.  Available  on  request. 
Copy  date  1 2  noon  Tuesday  prior  to  Saturday  publication.  Cancellation  deadline 
1  Oam  Friday;  one  week  prior  to  insertion  date.  All  cancellations  must  be  in  writing. 
Contact  Debra  Thackeray.  Chemist  &  Druggist  (Classified),  Miller  Freeman  UK  Ltd, 
Sovereign  Way,  Tonbridge,  KentTN9  1RW.  Telephone  01732  377493, 
Fax:  01732  377179.  Internet:  http://www.dotpharmacy.co.uk. 
All  major  credit  cards  accepted 


VISA 


APPOINTMENTS 


ACCOUNTANTS 


EXCELLENT  CAREER 
OPPORTUNITIES 

Our  Client  is  a  successful,  expanding  company  and 
has  the  following  vacancies  in  all  areas  including 
Northern  Ireland: 

•  Sales  people  with  recent  experience  of  selling 
generics  and/or  Pis  for  both  tele-sales  and  field 
sales. 

•  Buyers  with  recent  experience  of  purchasing 
generics  and  Pis. 

•  People  with  experience  of  importing  Pis  and/or 
licensing  applications. 

•  Experienced  warehouse  staff.  Must  be  numerate 
and  literate. 

Candidates  must  be  intelligent,  confident 
communicators  who  are  self-motivated  team 
players  and  able  to  work  hard  under  pressure. 
Benefits  include  competitive  salary,  attractive 
packages,  continuous  training  and  excellent  career 
prospects. 

Please  send  a  CV  and  covering  letter  for  the 
attention  of  Mr  Bond  to  Box  No  3571, 
Chemist  and  Druggist  Classified  Dept, 
Miller  Freeman  UK  Ltd, 
Sovereign  Way,  Tonbridge,  Kent  TN9  1 RW 


MANICHEM 
LIMITED 


Retail  chain  of  independent  pharmacies  based  in  Berkshire 
and  Buckinghamshire,  have  vacancies  for  the  following  posts: 

•  Relief  Managers 

•  Pharmacist  Managers 

•  Dispensary  Technicians 

•  Pre- registration  students 
Competitive  package  offered  with  prospects  of  promotion. 
Most  units  will  have  Epos  tills  with  order  transmissions  and 

automatic  C&D  price  updates,  minimum  paper  work. 

If  you  want  autonomy  and  security  -  you  Need 
Manichem  Ltd. 

Apply  with  CV  to:  Ms  Alison  Fenton, 
Manichem  Ltd,  P.O.  Box  3570, 
Chemist  &  Druggist,  Classified, 
Miller  Freeman  U.K.  Ltd, 
Sovereign  Way,  Tonbridge,  Kent  TN9  1  RW 


Accountants 

Please  take  a  few  seconds  to  answer  the 
following  questions. 

Yes  No 

□  □  Is  your  top  rate  of  tax  20%? 

□  □  Do  you  receive  advice  throughout  the 

year  on  how  to  reduce  your  tax  bills? 

□  □  Does  your  accountant  understand  your 

business? 

□  □  Is  your  accountant  imaginative  and 

proactive? 

□  □  Does  your  accountant  help  you  to 

increase  your  profits? 

□  □  Are  your  accounts  and  tax  returns 

prepared  on  a  timely  basis? 

□  □  Do  you  have  the  option  to  pay  your 

accountancy  fees  on  a  monthly  basis  to 
help  with  your  cash  flow? 

If  your  answers  are  mainly  no,  please  call  us  for 
more  information  or  a  free  consultation. 

Phone:  020  7433  1513 
Hutchings  Modi  &  Co 
Accountants  £2?  Tax  Consultants 
www.hutchingsmodi.co.uk 


L0CUMS 


Pharma~Syd  Ltd 

EMERGENCY  LOCUM  PHARMACIST 

Mr  S  N  BASHFORD 

Beverley 


East  Yorkshire 


Tel/Fax:  01482  881891 
Mobile:  07946  649366) 


BUSINESS  WANTED 


London  and  Surrounding 
Counties 

Independent  Pharmacist  seeks  to 
acquire  pharmacy  business  with 
T/O  in  excess  of  £450k. 

Freeholds  purchased. 

For  quick  confidential  decisions 
please  contact: 
Mr  A  Singh  on  0956  217630 
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BUSINESS  WANTED 


PRODUCTS  AND  SERVICES 


Dl" 


LEWIS 


D  A  Y 

Dl" 


LEWIS 


Progressive  chain  of  60  shops  seeks  to  acquire  Pharmacies  with 
urnover  of  in  excess  of  £400,000  in  Southeast  England  and  East 
\nglia.  Freehold  purchases.  Matter  treated  in  the  strictest 
ronfidence.  For  a  quick  decision  contact: 

Day  Lewis  Group,  Bensham  House, 
324  Bensham  Lane,  Thornton  Heath,  Surrey  CR7  7EQ 
Tel:  0208  689  2255  ext.  221.  Mobile  0860  484999.  Fax:  0208  689  0076 
Email:  DayLewis@aol.com 


EQUIPMENT  FOR  SALE 


PHOTO  ME 
35MM 

Colour/Black  and  White 
photograph  developing 
machine. 
Takes  up  little  space  and  is 

user  friendly. 
Purchased  new  August  1998 
for  £25,000  looking  for 
offers  over  £10,000. 
Phone:  Mr  David  Sands 
01577  865141 
Kinross,  Scotland 


COMPLETE  MINI  LAB 
FOR  SALE 

Under  2  years  old. 
Noritsu  2301  printer/processor 
35mm  and  AP5  format, 
3  paper  magazines. 

Noritsu  450-L  film  processor 

All  of  the  above  plus 
complete  accessories 
package 

£46,000  -i-  VAT 

Call  Ian  on: 

0141  333  9444 


PRODUCTS  AND  SERVICES 


Avicennapfc 


TO  DISTRIBUTE 


2) 


If 


Will  you  be  part  of  that? 

Q]  "  Call  Vicki  on  Freephone  0500  451  145 


JLvicenna  (pharmacists 
16  Shelvers  Hill,  Tadworth,  Surrey  KT20  5PU 
www.avicenna.org 


How  do  you  unleash  profit  power 
within  your  business 
and  maximise  results? 

Interested? 


Call  Pauline  NOW  on  FREEPHONE 

0800  526074 

***4  MONTHS  FREE  TRIAL  MEMBERSHIP*** 

Mr  R.  L.  Hindocha 
BPharm.MRPharmS.FInstD. 
54/62  Silver  Street,  Whitwick, 
Leicestershire  LE67  5ET 


DONCASTER 

PHARMACEUTICALS 

"RUMOUR  OF  OUR  DEMISE  HAS  BEEN  GREATLY  EXAGGERATED" 
Compare  our  prices  with  those  of  your  usual  supplier. 
GENERICS 

Code     Product  description  Pack  Units  Price 

N435     Amoxycillin  125G  Syrup         100ml  6000  £0.95 

N310    Atenolol  lOOmg  Tabs  28  2000  £0.35 

N336    Cimetidine  400mg  Tabs  60  3500  £3.95 

N301     Coamilf ruse  5/40  28  4000  £1.35 

N864     Diazepam  lOmg  Tabs  28  1300  £1.27 

N890     Ibu  prof  en  400mg  Tabs  84  5000  £2.15 

N220     Sa I butamol  Inhaler  200  Dose  1  6000  £0.95 

N329    Tamoxifen  lOmg  30  2000  £1.10 

PI 

AD56    Adalat  Caps  20mg  56  s  2500  £4.49 

AD4/NI  Adalat  5mg  Caps  40  s  700  £1.29 

COV      Coversyl  4mg  Tabs  30's  6000  £9.30 

EN20     Enalapril  20mg  Tabs  10's  2500  £0.45 

SR60     Sere  8mg  Tabs  60  s  2000  £2.86 

ZT         Zantac  300mg  10's  1000  £4.90 

For  a  full  list  of  our  product  range  and  competitive  pricing 
please  contact  our  telesales  team  on  freephone: 
0800  591 769  -  0800  591 787  •  0800  5901621 
FREEFAX:  0800  783  1130 
Email:  sales@doncaster-pharm.com 

Minimum  Order  value  £100  carriage  paid  with  daily  van 
deliveries  in  selected  areas. 

Doncaster  Pharmaceuticals  Group  Limited 
Kirk  Sandall  Industrial  Estate 
Doncaster  DN3  1 QR 
Tel:  01302  365000  Fax:  01302  888784 
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Want  to  find  deals  to 
save  you  money  without 
paying  for  the  privilege? 

Beta  Buying  Group 
Offers  YOU 

B  FREE  MEMBERSHIP 

B    PERSONAL  SERVICE 

B    A  RANGE  OF  COMPETITIVE  DEALS 

TAILORED  TO  THE  NEEDS  OF  A 

PHARMACY 

To  join  NOW,  please  call  Alison  Diggins  on 
Tel:  01376  521246.   Fax:  01376  521257 

154  Enterprise  Court, 
Eastways  Industrial  Estate, 
Witham,  Essex  CM8  3YS 


★  ★★★★★★★★★★★*★★★★★★★★★★★★★★  ★ 


★ 
★ 
★ 
★ 
★ 
* 
★ 
★ 


aven  supplies  ltd 


*  *  *  COMPARE  OUR  PRICES*  *  * 

MASSIVE  SAVINGS 


^  Neoral  Capsules 
Neoral  Capsules 
■fc  Neoral  Capsules 
~k  Nitrazepam  Tablets 
~k  Aspirin  Disp  Tablets 
X  Betahistine  Tablets 
★ 
* 
★ 

★ 


25mg 
50mg 
lOOmg 
5mg 
75mg 
16mg 
2.5mg 


Pack  s 
Pack  s 
Pack  s 
Pack  s 
Pack  s 
Pack  s 
Pack  s 
Pack  s 


ze  30's 
ze  30's 
ze  30's 
ze  500's 


£16.02 
£31.37 
£59.54 
£13.00 


ze  1000's  £4.75 
ze  84's  £7.75 


★ 
★ 
★ 
★ 
* 
* 

* 


Bendrofluazide  Tablets     2.5mg  Pack  size  500's  £17.50 

Prochlorperazine  Tablets  5mg  Pack  size  84's  £3.50 

Lamisil  Tablets  250mg  (UK)  Pack  size  28's  £37.51 

EstradermTTS  Patches    50mcg  (UK)  Pack  size  8's  £5.17 
COMPARE  OUR  PRICES  WITH  YOUR  USUAL  SUPPLIER. 

FOR  A  FULL  LIST  OF  GENERICS  AND  P.I.'S  PLEASE 
PHONE  ONE  OF  OUR  TELE-SALES  TEAM  FOR  DETAILS. 

MINIMUM  ORDER  VALUE  £100.  CARRIAGE  PAID. 

Raven  Supplies  Ltd 

UNIT  A,  GREAT  BANK  ROAD 
WINGATES  INDUSTRIAL  ESTATE 
WESTHOUGHTON,  BOLTON  BL5  3XU 
Telephone:  01942  850500  Sales  -  01942  850510  Accounts 
Facsimile:  01942  850519  Sales  -  01942  850511  Accounts 


★ 
★ 
★ 
★ 
★ 
★ 
* 
★ 
★ 
* 
★ 
★ 
★ 
* 
* 
★ 
* 
★ 
★ 
★ 
★ 
★ 
★ 
★ 
★ 
★ 
★ 
★ 
★ 


Masdco  Tfc 


National  Distributors  of  Photo  &  Electrical  Products 


CZEZ3 


»    bp  Hun 

-•raune*     BR                   flufl  iW»t< 
7^-^3'aunei*     BflflUd  ierg> 
— r  i,aun  energy :  


BLUE  ENERGY  CEILS 


Pock  of  40 

BBP  £2.53  UEB 

IKYOICf  PRICE  EH  03 

NET  PRICE 


4r^> 


BRflun 

4x 

energy  cells 


ENERGY  CELLS  4  PACK 


Replacement  cells  for  Braun  gas 
Hair  Stylers 

RHP  PHP  EBBS 
mm  pbice  h.io 
NETT  PRICE 


"  /  coll  B&ycell  Bp 

h  : 


Tel:  0208204  2224  Fax:  020  8204  0224 

e&oe  Email:  enquiries@mashcoplc.com         subject  to  availability 

Net  prices  are  after  settlement  discount  of  2.5% 


WWW, 


Three  Pe 


3pears 


yfntgitrniUltiiH 


ONLINE  ORDERING      DELIVERY  SERVICE 


★  ★★★★**★★★★**★*★*★★★*★★★★*★ * 


SPECIAL  OFFERS         UPDATED  DAILY 

www.3pears.com 

TEL:  0121  559  5351  FAX:  0121  559  5352 
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SIGMA 


Dear  'Cool  Dude'  !!! 
We  would  like  to  take  this  opportunity  to  introduce  to  you  an  interesting  new 
product  bought  to  us  by  the  Americans  This  new  product,  has  been  a  success  in 
every  sense  of  the  word  in  the  U  S  A.  Last  year  they  reached  sales  of  $35  million 
and  this  year  they  estimate  $50  million. 

What  is  this  product?  It's  a  fan!  But  no  ordinary  fan,  it's  the  SUPER  COOLER  MIST 
FAN. 

The  principle  is  very  simple,  yet  ingenious.  A  conventional  hand  held  fan  is 
attached  to  a  water-misting  bottle.  The  combination  of  the  two,  has  the  same  effect 
as  perspiration  and  air  to  cool  you  down.  Just  spray  the  water  on  any  part  of  the 
body  and  direct  the  fan  on  the  misted  area.  The  special  blades  (made  from  foam), 
are  child  proof  (6  months+)  and  the  whole  unit  has  it's  own  carrying  strap.  They 
come  in  wild  bright  summery  colours,  that  will  make  it  a  cool  summer/holiday 
accessory. 

Why  not  sell  them  out  in  your  PHARMACY?  We  hold  the  distribution  for  UK/Ireland 
and  the  EEC,  as  this  is  set  to  be  all  the  craze  for  Summer  2000.  Please  look  below 
at  the  profits  you  can  make  on  this  product!! 


Trade  price  -£3.00 

LESS  SETTLEMENT  DISC. 
MINIMUM  ORDER  ONE  PACK' 


Please  supply  -  -  PCS 

Freephone  no  0800  59  74462  or  Freefax  no  0800  59  74439 

Pharmacy  name  Tel/Fax   

Stay  cool  for  2000  with  a  SUPER  COOLER  MIST  FAN. 
NB  Posters  can  bve  available  with  your  order  on  request 


TO  ADVERTISE  IN  BUSINESS  LINK 
PLEASE  SEND  YOUR  ADVERTISEMENT 

COPY  (MAX.  30  WORDS)  TO 
BUSINESS  LINK,  CHEMIST  &  DRUGGIST, 
MILLER  FREEMAN  HOUSE,  SOVEREIGN  WAY, 
TONBRIDGE,  KENT  TN9  1 RW 


A  free  service  for  C&D  subscribers 


EXCESS  STOCK 


TRADE  LESS  50%+VAT+postage  - 
3x10  Zofran  8mg  tabs  (9/00),  1x10 
Myocrisin  inj  10%  50mg/0.5ml  (exp 
j01/01),  2x30  WeLland  bags  FS1732, 
12x56  Tildiem  Retard  120mg  (exp 
9/00). Tel:  01923  661881. Tel:  01923 
661881. 

RADE  LESS  25%4-VAT  -  Evorel 
Conti  Patches  9exp  (6/01 ), Tildiem 
Retard  90mg  (exp  12/00),  Spas- 
monal  caps  5  9exp  7/02).  Tel:  0191 

36  4640. 

TRADE  LESS  50"„+VAT  -  5x10  Con- 
vatec  S301,  1x10  S897,  3x10  S250, 
xl5  Urihesive  SI 20,  1x5  Combihe- 


sive  S352.  1x10  Surgicare  S329, 
5x20  Coloplast  4240.  Tel:  01599 
534206. 

TRADE  LESS  30%+VAT+postage  - 
lx28Armide  (exp  9/00),  3x60  Cal- 
cort  6mg  (exp  10/02),  Edronax  4mg 
(exp  4/01),  2x20  Keral  (exp  2/01), 
1x100  Mysoline  (exp  7/03).  1x56 
Sinemet  CR  (exp  2/01).  Tel:  0181 
807  2670. 

TRADE  LESS  25%+VAT  -  Spasmonal 
capsules  (exp  5/02),  Lamictal 
tablets  25/50mg  (exp  10/01), 
M.mscrin  tablets  lOmg  (exp  3/02). 
Tel:  0191  536  4640. 
TRADE  LESS    1  S"n+VAT+postage  - 


White  &  Luckman 

Stocktakers  and  Business  Agents 
(Established  1946) 

Telephone:  0121  708  1530 
Fax:  0121  708  1560  Mobile:  07801  847359 

4 1  Warwick  Road,  Olton, 
Solihull,  West  Midlands  B92  7HS 


Nitbtion 

The  Natural  Way 

Trade  Mark  &  Copyright  Protected 

In  an  Attractive 
Ready  to  Sell  Display 


WEBSITE  DESIGN 

For  Pharmacists 
by  Pharmacists 

For  information  visit  our  website  at 
www  nerworkpharmacy.co.uk 

or  email  at, 
info@networkpharmacy.co.uk 
Or  phone  John  Percival  on: 
07790  060646 


STOCK  MARKET 


The  stock  markeT 


A  one-stop  solution  for  your  excess  and  short  dated  stock. 
Tel:  0845  458  4040  Fax:  0845  458  4041 
E:  stock-market@chemist.com 

For  more  information  and  registration  please  visit: 
www.the-stock-market.co.uk 


VETERINARY  SERVICES 


Promoting  Animal  He Hlth  through  Pharmacy 


NEW  NEW  NEW 
Colombozmc  PMV  Pox  50  Doses  Pigeon  Vaccine 
Order  from  one  of  the  Official  UK  Distributors. 
Brian  G.  Spencer  Ltd 
19-21  Ilkeston  Road,  Heanor,  Derbyshire  DE75  7DT 
Tel:  01 773  533330  Fax:  01773  535454 
Freephone:  0800  387348 
 Vat  Reg.  No.  1QO  Q738  36  


510  Epilim  lOOrng  tablets  (exp 
5/01),  3x56  Tegretol  lOOmg 
chewtabs  (exp  2/01).  Tel:  0118 
9425021 

Becloforte  Integra  complete  & 
refills,  Glucobay  100  PI  (exp  9/00, 
Metocclopramide  100ml  (exp 
8/00),  Naprosyn  500mg  supposito- 
ries (exp  6/00),  Precortisyl  Forte 
25mg  (exp  1 1/00),  Restandol  4()mg 
(exp  3/01),  Surgam  300mg  (exp 
3/03),Surgam  200mg  (exp  12/01), 
Trental  -tOOmg  (exp  8.01).Volmax 
8mg  (exp  6/01),  2  x  Pregestimil 
(exp  5/01),  2x  Tylex  effervescent 
(exp  11/01).  Tel: 01892  546565. 
TRADE  LESS  50%+VAT  -  5x100  Alu- 
caps  (exp  2002),  2x5  Clopixol 


cone  5()()g  (exp  1/01),  5  Neorecor- 
mon  2,000  iu  injection  (exp  6/01 ). 
Tel:  020  8672  61 16. 
TRADE  LESS  50%+VAT  -  2x60  Cal- 
cort  6mg  (exp  2/02)  300  Arythrnol 
150mg  (exp  10/03),  42  Seroquel 
lOOmg  (exp  10/01),  3x5  Fragmin 
10.000/lml  (exp  4/02).  Tel:  01386 
446244. 

TRADE  LESS  30%+VAT  ■  4x100 
Atromid-S  (exp  9/01).  Trade  less 
50%  4- VAT  2x60  Intal  Nebuliser  sol. 
(exp  8/00). Tel:  01784  252962. 
TRADE  LESS  40%+VAT+ postage  - 
Assorted  Aquadry.  Convatec, 
Dansac,  Careline,  Hollister  &  Sim- 
pla  bags,  also  Bard  catheters.  Tel: 
01722  411775. 


EXCESS  STOCK  CAUTION 

Pharmacists  are  responsible  for  the  quality,  safety  and  efficaq:  of  medicines  they 
supply.  In  purchasing  from  sources  other  than  manufacturers  or  licensed 
wholesalers,  they  must  satisfy  themselves  about  product  history  and  conditions 
of  storage,  and  keep  a  record  of  such  purchases. 
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People 


Jig. Back  issuers. 

A  century  of  Council  elections 

Springtime  is  Council  election  time,  and  has  been  for  at  least  a  century. 
Sentiments  about  the  elections  have  changed  little  since  April  1900. 

Editorial  comment  of  the  day  suggested  that  it  was  time  for  some  new 
blood  on  Council. "The  old  traditional  feeling  of  exclusiveness  is  the  Society's 
worst  enemy,"  said  the  editor.  'It  is  that  which  causes  the  central  authority  to 
take  umbrage  at  reasonable  criticism,  and  to  view  with  horror  the 
replacement  of  old  councillors  with  new  men,  and  it  is  high  time  that  this 
feeling  should  be  neutralised." 

Even  in  1900,  pharmacists  had  little  opportunity  to  question  candidates 
about  their  policies.  Xrayser  called  the  candidates'  complacency  sublime' 
and  even  goes  a  step  beyond:  "The  majority  of  them  are  so  sure  of  their 
superiority  to  the  common  order  of  candidate  that  they  do  not  think  it 
necessary  to  recommend  themselves  in  any  way." 

Except  for  an  "enlightening  paragraph"  in  C&D,  Xrayser  was  unaware  of 
several  of  the  candidates'  views. 

Too  much  change  was  the  subject  of  debate  in  1950.  In  1975,  several  years 
after  decimalisation.  Xrayser  was  still  having  difficulty  adjusting  to  the  new 
tangled  measurements.  He  said  "it  frequently  seems  that  the  departure  from 
established  custom  seems  to  have  been  undertaken  merely  for  the  sake  of 
change". 

Xrayser  thought  the  introduction  of  "a  packet"  size  would  do  away  with 
sizes  such  as  127g  and  453g.  Even  addresses  had  become  more  complicated: 
"BS16  6BQ  does  not  trip  off  the  tongue  quite  as  readily  as  Mon  Repos"  he 
commented. 

But  the  point  our  columnist  was  trying  to  make  was  the  lack  of  reasoning 
behind  the  decision  to  make  Royal  Pharmaceutical  Society  Branch  areas 
coterminous  with  area  health  authorities'  boundaries.  Editorial  comment  the 
previous  week  had  warned  that  the  re-organisation  could  endanger  the 
profession's  independence  if  Branch  organisation  was  entrusted  to  an  NHS 

pharmaceutical  officer.  Xrayser 
resented  the  whole  idea,  "just  as  I 
resent  the  length  of  a  cricket  pitch 
being  20.108m". 

The  profession  discovered  a 
Caribbean  style  honour  in  1950 
when  a  Cuban  pharmacist  wrote  to 
C&D  informing  readers  that  his 
country  had  produced  the  first 
ever  postage  stamp  in  honour  of 
the  profession. 

The  Cuban  Government  issued 
the  stamp  in  December  1948  on 
the  occasion  of  the  first  Pan- 
American  Congress  of  Pharmacy 
held  in  Havana. 


This  attractive  bookplate 
appeared  in  the  book  prize 
for  the  C&D  Students'  Corner 
competition  in  1900.  Entrants 
were  sent  a  mixture  of  not 
more  than  three  salts  that 
they  had  to  analyse, 
explaining  their  techniques 


AM 


A  Cuban  2c  stamp  -  the 
first  to  honour  pharmacy 


Carwyn  Jones  (left)  and 
Andrew  Munro.  who  both 
won  a  weekend  for  two  and 
a  place  in  the  London 
Marathon  courtesy  of  C&D 
andJ&J.MSD 


Mixed  fortunes  for  C&D  s  marathon  men 

It  was  his  first  ever  marathon,  he  had 
five  weeks'  notice  that  he  had  a  place, 
he  never  ran  more  than  1 5  miles  in 
training,  yet  he  still  finished  40 1st 
overall  in  a  time  of  two  hours  and  45 
minutes.  Andrew  Munro,  who  works  at 
Boots  the  Chemists  in  Forres, 
Morayshire,  is  pleased  with  his  result 
in  last  Sunday's  London  Marathon. 

Along  with  Carwyn  Jones,  who 
works  at  theTesco  in-store  pharmacy 
in  Bangor.Andrew  was  one  of  two 
luck)'  athletes  to  win  a  place  in  the 
Marathon  through  C&D,  courtesy  of 
J&J.MSD,  one  of  the  event's  sponsors. 

"I  ran  much  better  than  I  expected. 
I  felt  really  good  all  the  way  round," 
Andrew  told  C&D  on  Tuesday.  As  he 
finished  in  under  three  hours  he  is 
guaranteed  a  place  in  next  year's 
event.  But  he  is  already  thinking  he 
might  have  a  crack  at  the  New  York 
marathon  later  this  year. 

Carwyn  Jones  was  further  down  the 
field,  but  only  because  he  chivalrously 
stayed  with  a  friend  who  hit  the  wall 

at  around  18  miles.Walking  in  the  last  few  miles  meant  he  came  around 
17,000th'  out  of  the  32,600  field  with  a  time  of  four  hours  46  minutes.He  has 
already  booked  up  for  New  York. 


OBITUARY 


Anne  Anstice,  pharmacist  and 
journalist,  of  West  Wickham,  Kent, 
died  last  week.  Anne  was  diagnosed 
with  cancer  six  months  ago.  She  died  in 
the  Royal  Marsden  Hospital,  Sutton.  Surrey 
on  April  13. 

Anne  was  Liverpool  born  and  bred,  the 
eldest  of  four  children,  and  never  lost 
touch  with  her  roots.  She  studied  pharm- 
acy at  Bath,  gaining  a  First  Class  (Hons) 
degree  and  went  on  to  complete  her  pre- 
rcgistration  vear  .it  (  heltenham  Hospital 

She  enjoyed  a  long  and  varied  career 
as  a  journalist,  joining  the  editorial  staff 
of  the  Pharmaceutical  journal  in  1979. 

She  left  the  PJ  in  May  1986  to  become  the  launch  editor  of  Community 
Pharmacy  and  stayed  with  the  title  when  it  was  acquired  by  Benn  PublicationM 
(which  also  owned  Chemist  &  Druggist)  in  1989- 

As  group  editor  she  was  responsible  for  the  monthly  titles  in  what  eventualfl 
became  the  Miller  Freeman  Pharmacy  Group.  She  left  MF  in  October  1995  to  I 
launch  Pharmacy  magazine,  and  to  take  on  the  role  of  editorial  director  at 
Communications  International  Group 

A  funeral  mass  and  burial  will  be  held  at  1  lam  at  St  Peter  &  Paul's.  161  Liver-  I 
pool  Road,  Crosby,  Liverpool  on  April  25.The  family  has  asked  for  no  flowers,  bu 
donations  can  be  sent  to  St  Christopher's  Hospice,  51-59  Lawrie  Park  Road.  Syde 
ham,  London  SE26  6DZ.  in  remembrance  of  Anne  Riclimond  (her  married  name 

Patrick  Grice,  editor,  writes  on  behalf  of  staff  at  C&D:"Anne's  knowledge  of 
pharmacy  matters  was  immense,  built  up  over  years  of  hard  work,  and  her 
contacts  in  the  trade  were  legion.  Her  success  in  balancing  the  demands  of  a 
career  with  family  life  provided  a  lesson  for  us  all  and  our  deep  sympathies  go  t< 
her  husband.Jack  Richmond,  and  their  two  young  children,  Matthew  and  Martii 
There  are  not  many  pharmacists  who  have  successful!)'  made  a  career  in 
journalism,  but  Anne  was  one  and  she  will  be  sadly  missed  by  the  rest  of  us." 

Felim  O'Brien,  managing  director  at  CIG,  says:"Theve  can  be  very  few  peof 
in  the  pharmaceutical  industry  who  did  not  know  Anne.  She  was  proud  to  be  a 
pharmacist,  and  was  strongly  committed  to  the  idea  of  life-long  learning  ...We  ^ 
continue  to  campaign  for  the  issues  Anne  felt  so  strongly  about." 


All  rights  reserved  No  pari  of  this  publication  may  be  reproduced  or  transmitted  in  any  form  or  by  any  means,  electronic  or  mechanical  including  photocopying,  recording  or  any  information  storage  or  retrieval  sys 
without  the  express  prior  written  consent  of  the  publisher.  The  contents  of  Chemist  &  Druggist  are  subject  lo  reproduction  in  informauon  storage  and  retrieval  systems.  Miller  Freeman  UK  Ltd  may  pass  suitable  rez 
addresses  to  oilier  relevant  suppliers.  If  you  do  not  wish  to  receive  sides  information  from  odier  companies  please  write  to  Ben  Martin  at  Miller  Freeman  UK  Ltd.  Origination  by  Marhn  Imaging,  2-4  Powerscrott  Road,  Sim 
Kent  Printed  by  K  T  Heron  &  Co  Ltd,  Colchester  Road,  Heybridge,  Maldon,  Essex.  Registered  at  the  Post  Office  as  a  Newspaper  24/20/16 
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traducing  a  comprehensive  new  range  of  male  fragrance 
and  grooming  products. 


For  further  details  please  contact:  Available  from  Stockists  in: 

argaret  Blackburn  -  Brand  Manager     BIRMINGHAM,  CARDIFF^  LONDON, 


LENTHERIC  LIMITED. 
Tel:  01  923  222261 
Fax:  01 923  224060 
tp://www.lentheric.com 


MANCHESTER,  NORTHUMBERLAND, 
STOKE-ON-TRENT 
WATFORD,  WEST  SUSSEX  & 
IRELAND 


For  the  treatment 
of  verrucas,  warts, 
corns  and  calluses 


S  Uniquely  formulated,  clinically  proven  treatment 
Si  Dries  to  form  a  water-resistant,  protective  barrier 
■  Designed  to  inhibit  spread  of  the  verruca/wart  infection 
plasters  necessary    Simple,  once-daily  application 


Extra  strength 
treatment  for 
verrucas  and  warts 

■  Uniquely  lormulated  extra  strength  treatment 

■  Dries  to  lorm  a  water-resistant,  protective  barrier 

■  Designed  to  inhibit  spread  ol  the  verruca/wart  inlection 

■  No  plasters  necessary  ■  Simple,  once-daily  application 


bazuk; 


XX  i 

h  treatmerrt  (or  verrucas,  warfe.  corns  and  a 

3  bazukacei 

sijlcylic  arid  ^  nftl  w 


salicylic  acid 


D  FOR  PLASTER 


BAZUKA Trademark  and  Product  Licences  held  by  Diomed  Developments  Ltd,  Hitchin,  Herts,  SG4  7QR,  UK.  Distributed  by  DDD  Ltd,  94  Rickmansworth  Road,  Watford,  Herts,  WD1  7JJ,  UK.  Indications:  Fort 
of  verrucas,  warts,  corns  and  calluses.  Directions  for  use:  For  adults,  the  elderly  and  children:  Once  daily  apply  one  or  two  drops  of  the  gel  to  the  lesion  and  allow  to  dry,  taking  care  to  avoid  the  normal  sum 
The  following  day,  carefully  remove  the  dried  patch  and  apply  fresh  gel.  Once  every  week,  before  re-applying  fresh  gel,  gently  rub  the  treated  surface  using  the  emery  board  provided.  Continue  treatment  until  the  c 
resolved.  This  may  take  up  to  12  weeks  for  certain  verrucas  and  warts.  Contra-indications:  Not  to  be  used  on  the  face,  neck,  intertriginous  or  anogenital  regions,  or  by  diabetics  or  individuals  with  poor  blood 
Not  to  be  used  on  moles,  birthmarks,  hairy  warts,  or  any  other  skin  lesions  for  which  the  gel  is  not  indicated.  Not  to  be  used  in  cases  of  sensitivity  to  any  of  the  ingredients.  Precautions  and  Warnings:  Keep  at 
eyes,  mucous  membranes  and  from  cuts  and  grazes.  Avoid  spreading  onto  normal  surrounding  skin.  Do  not  use  excessively.  Avoid  inhaling  vapour  and  keep  cap  firmly  closed  when  not  in  use.  Avoid  contact  w 
(    fabrics,  plastics  and  other  materials,  as  it  may  cause  damage.  Side-effects:  Some  mild,  transient  irritation  may  occur,  but  in  cases  of  more  severe  irritation  or  inflammation,  treatment  should  be  discontinued. 
'and  Bazuka  Extra  Strength  Gel  are  highly  flammable  -  Keep  away  from  flames.  Store  at  room  temperature,  not  exceeding  25°C.  Keep  all  medicines  out  of  the  reach  of  children.  I  FOR  EXTERNAL 
:  Legal  Category:  [F]  Packs:  Bazuka  Gel  (PL01 73/01 61 )  -5g  RSP  £4.95  (E4.21  exc.  VAT).  Bazuka  Extra  Strength  Gel  (PL01 73/01 54)  -5g  RSP  £5.75  (£4.89  exc.  VAT). 


